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| To The Editor .. 


=| to advertise in a certain country 
| as they have now appointed resi- 


dent agents who must do their 
own advertising. 

The Communist countries have 
recently been spending, and are 
still spending, considerable sums 
on press advertising, especially in 
the Commonwealth, in support of 


_ | their local agents, whilst British 


SWINDON SIGNCRAFT LTD. 


Swindon 3282 


Too honey a 
burden on 


local agents 


Sir,—R. A. Smith (January 13) 
is correct in his statement that 
overseas advertising in the minds 
of British exporting firms is the 
“ugly duckling.” In fact, I esti- 
mate that taking an overall aver- 
age of British firms’ advertising 
appropriations, a minimum of 90 
per cent is devoted to the home 
market. 

Mr. Smith, however, fails to 
spotlight the real reason for the 
great reluctance on the part of 
British companies to spend 
money on advertising overseas. 

This is that after the appoint- 
ment of resident overseas agents, 
companies then feel that it is up 
to the local agent to develop 
sales himself, and in a great many 
cases the agency agreement stipu- 
lates that the agent must himself 
look after and pay for his own 


THIS WEEK 
TV ads and the Merchandise 
Marks Acts—page 21 
NEXT WEEK 
Direct Mail in Action 


advertising in the local press. In 
some cases a small extra com- 
mission on sales is granted to an 
overseas agent “to help pay for 
the advertising.” 

The natural consequence is that 
the agent, with possibly up to 20 
or more companies to ndle, 
just does not have the time, in- 
clination or capital to publicise 
all his firm’s products adequately. 

As one overseas agent told me: 
“If I did all the advertising which 
my British principals expected of 
me, I should have to employ a 
separate publicity staff—which 
I just cannot afford.” 

Time and again I have heard 
the export managers of British 
firms say that they do not need 


exporters continue to increase 
their advertising appropriation in 
the home market, whilst expect- 


| ing their local representative to 


handle and pay for such negligi- 
ble amount of advertising as ap- 
pears overseas. 

As one big overseas publisher 
in the Commonwealth recently 
wrote to me: “It really distresses 
me that big English firms should 
take such a limited view.” 

DENNIS R. VICKERS, 
Managing director 
Technical Publications 
(Overseas) Ltd 


A land of 
opportunity 


Sir,—To R. A. Smith's letter 
on Latin American opportunities 
I say—Amen. 

Here are a few facts, all drawn 
from official sources, which show 
how fast the market is growing. 

Capital invested in Latin 
America is earning an average 
of 18 per cent. Production of 
goods and services in the last ten 
years has gone up 55 per cent 
(as against 14 per cent in the 
US). Population is rising at the 
rate of 2.3 per cent per year, 
twice the world average. 

A recently-published economic 
study, “The Re-Discovery of El 
Dorado,” gives much itional 
information on this rapidly de- 
veloping market. Copies are 
available for those of your 
readers who might be interested. 

FRANK NORALL, 
European manager 
Vision Visao, 
62 Pall Mall, S.W.1. 


Big sneeze 


Sir,—Friday night was Sneeze 
Night on ITV. first com- 
mercial sneeze introduced Aspro. 
The next one blew us into 
Beecham’s Powders. Then 
followed sneezes for Phensic, 
Crooke’s Halibut Liver Oil and 
finally (thank goodness!) for 
Anadin. 
Cons 
were 


icuous by their absence 
leenex A’tishoos. 

A. S. MENDELSSOHN. 
Robinson & Cleaver Ltd., 
Regent Street, W.1. 


Conception was 
at fault 


Siz,—In my letter (December 
16) of “carping criticism” about 
the television programme “Por- 
trait of a Model,” I had not in- 
tended to suggest that the people 
taking part were responsible for 
what I considered a dull enter- 
tainment. 

It was the conception of the 
programme, and in particular the 
story outline and production, 


which I found so_ technically 
resourceless and lacking in 
imagination. 


In contrast, a pre-war “March 
of Time” film on the same theme, 
although much shorter than the 
television feature, was teeming 
with ideas and facts which were 


provocative, amusing and very 
entertaining. ’ 
Of course, the financial re- 


sources of a large Hollywood film 
studio are not available for a 
television programme of this sort. 
But many BBC documentary fea- 
tures, produced within a limited 
budget, are well worth listening 
to besides being visually exciting. 
“Portrait of a Model” was, to 
my way of thinking, singularly 
uninspired, facile and misleading. 
L. BULLOcK. 

Kenton, Middlesex 


Demonstration 


of conscience 


Sir, — M. B. Tarrant (January 
13) touches the spot, in discus- 
sing publicity for road safety, 
when he suggests that nationally 
planned publicity could reduce 
the road casualty rate. 

Is it, perhaps, a fact that the 
artificial interest aroused from 
time to time by so-called “shock” 
posters has tended to obscure the 
real purpose of the campaigns? 

I put forward a suggestion in 
these columns four years ago that 
advertising’s professional organi- 
sations should combine to con- 
duct a fully-planned nationwide 
propaganda scheme to make the 
public road safety conscious. I 
still maintain that such an effort 
could be of untold benefit to the 
community as a whole. 

Furthermore, it would provide 
the finest possible demonstration 
of the fact that our profession Aas 
a social conscience and that the 
science of mass-persuasion can 
operate to the public good. 

Let this problem be tackled as 
though it were a selling problem. 

L. L. Dur 


RANT. 
Uxbridge, Middlesex. 


Ever-open door 
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to visitors 


Sir,—Having just returned 
from my eighth visit to the 
United States since the end of the 
war, I should like to pay tribute 
to the almost legendary hospit- 
ality one always finds there, and 
which pervades business as well 
as private life. I was particu- 
larly struck by the open manner 
in which American businesses 
invited inspection by visitors 

Their policy seems to be “Cast 
your bread upon the waters. - 
Details of factory systems, office 
and business methods were made 
readily available to me wherever 
I went. There was no jealous 
guarding of “secrets” and no 
suspicion of the motives behind 
my questions. 

I could not but compare this 
friendly and encouraging attitude 
with the experience of many when 
seeking information or advice 
from some British firms of similar 
standing. How many businesses 
in this country would, for 
example, show a stranger from a 
foreign country their complete 
publicity appropriation for the 
coming year? Yet this was one 
of many instances of the courtesy 
of commerce shown to me. 

Cannot we afford to be a little 
more open about our own 
achievements? Americans are 
proud of theirs. They are happy 
to give the benefit of their experi- 
ence to others, in the justifiable 
hope that they will see an 
eventual return in goodwill—and 
often in hard business. 

I always come home with the 
feeling of having been among 
friends and with much useful 
knowledge gained from _ those 
friends. Surely it would be to 
our great advantage to see that 
American businessmen visiting 
Britain return to their own 
country with similar feelings to- 
wards us. 

RicHARD LONSDALE-HANDS. 
Commonwealth House, 
London, W.C.1. 


GOSPEL OAK WORKS , OAK VILLAGE. 
MANSFIELD ROAD, LONDON, N.W.5 


POINT-OF-SALE 
DISPLAY AND SHOWCARDS 
FINE QUALITY SILK SCREEN PRINTING 
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Wilhado Finds the fink" 


In view of the increase in export advertising to the Conti- 
nent, the Milhado Organisation has decided, as from 
January Ist 1956, to open its own Continental office in 
Belgium. 


This office has been set-up in order to help the many 
hundreds of British advertising agencies, who have no 
contacts overseas, to get up-to-date information about 
Continental advertising quickly and in detail. 


Continental Office : ALBERT MILHADO & CO., Pompstraat 2, Antwerp 


The Milhado Organisation has chosen Belgium for their 
Continental office, as it is also on the doorstep of those 
other important markets for British goods: Germany, 
Holland and France. 


The Milhado Organisation are now the only representatives 
in the United Kingdom, with their own office on the 
Continent to be entirely devoted to assisting British 
advertising agencies and exporters. 


Tel. 335461 


ALBERT MILHADO & CO LTD 


140 Cromwell Road, London, S.W.7 Telephone: Fremantle 8592/3 (5 lines) 
THE EXPERTS ON FOREIGN ADVERTISING 
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TV Mirror pulis holiday business — 


at only 8a a reply! “In our schedule of media we include 


all the large circulation National Daily and Sunday Papers, the Leading Provincial 


Papers, and most of the Popular Illustrated Magazines. The average 


. cost per reply for the whole campaign was 1/9, but the ‘TV Mirror’ gave us our lowest 
received by cost per reply of only 8d. Another pleasing feature of the 

TV Mirror from Mr. E. V. Williams, 

Publicity Manager 

of Llandudno holiday resort:— 


‘TV Mirror’ was its long life, for despite the fact that our advertisements appeared 
during the early months of the year, 
enquiries from these advertisements 


were still being received in August.”’ 


Independent surveys show that every 
copy of ‘TV Mirror’ is read by 


between 4 and 5 adults. 


+ teense 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, E.C.4. CENTRAL 8080 
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PRINT DISPUTE: SUDDEN RESTRICTIONS SURPRISE PUBLISHERS 


is no settlement of the disputes. 


London morning and evening 
newspapers are not affected. 
Suburban weeklies fall under the 
LTS restrictions. 

A spokesman of the Institute 
of Practitioners in Advertising 
said on Wednesday: “If printers 
work to rule it must inevitably 
lead to a reduction in the adver- 
tising space in some newspapers 
and magazines, and it is sincerely 
hoped for all concerned that a 
resumption of normal work will 
take place as soon as possible. 

“The BFMP is keeping the IPA 
closely informed on develop- 
ments.” 


Deadlock 


The TA ban on overtime came 
into force on Wednesday follow- 
ing the deadlock which had been 
reached between them and the 
BFMP and the Newspaper 
Society over negotiations for a 
new basic wage agreement. 

They have announced sanc- 
tions to be imposed against job- 
bing printers and weekly news- 
paper firms throughout the pro- 


20 to 30 per cent cuts in paging 
feared for next week’s issues 


ELAYS in publication of periodicals and provincial 
newspapers were inevitable this week following the 
imposition of “work to rule” and overtime limitations by 
the London Typographical Society and the Typographical 
Association. The development surprised many publishers. 
Paging limitation is threatened for next week if there 


have also been instructed that 
they must “follow copy rigidly.” 

the London Typographical 
Society's decision to work strictly 
to rule follows a separate dispute 
with the London Master Printers’ 
Association. Members will be 
permitted to work 42 hours over- 
time every four weeks. 

By Wednesday members of the 
LTS working in a mumber of 
printing houses had already used 
up most of their overtime quota. 

It is expected that the result 
of this partial ban will be a 
drastic cut in the paging of many 
journals. Some houses te 
this to be as much as 20 to 30 
per cent next week. 

The BFMP and the Newspaper 
Society have reported the dispute 
with the TA to the Minister of 
Labour. The next step would be 
for the Minister to contact the 
union. 

The council of the Newspaper 
Society has recommended its 


@ Continued in Stop Press 


MAGAZINES AND PROVINCIALS HIT 


women’s and home interest 
magazines (exclusively fore- 
cast in ADVERTISER'S WEEKLY, 
December 23) has now been 
confirmed. 


issue of “Ideal Home,” the 
price will be 2s. 3d., and from 
the April issue, “Every- 
woman” will go up to Is. 6d. 

Increases in the prices of 
Amalgamated Press periodi- 


Ad rate for ‘John 


four women’s weeklies going up 


Rates for four women’s weekly magazines and “John Bull” are to 
be raised from the first issues in March. In addition, new rates for 
the monthly “Home” will come into effect from the April issue. 


The publishers  affected— 
Odhams Press Ltd., the Newnes 
group and Amalgamated Press 
Ltd.—state that the rises have 
been made necessary by rising 
costs of production. But they also 
feel that in most cases increased 
circulation and readership have 
justified the rises. 

A spokesman of Hulton Press 
Ltd. said this week: “We see no 
reason why under present condi- 
tions we should raise our rates at 
all in the near future.” 


Odhams, AP confirm price increases 


cals are: “My Home,” for- 
merly Is. to Is. 3d. (from 
March); “Woman and Home” 
and “Wife and Home,” both 
1s. to 1s. 3d. from April. 


A third publishing house is 
also expected to announce 
shortly increases affecting two 
of its journals in these fields. 

On Monday the “Sussex 
Daily News” and the “Even- 
ing Argus,” Brighton, increased 
ogy A selling price from 14d. 
to 


Bull,’ ‘Home’ and 


The weeklies affected, and their 
new rates for black-and-white 


pages, are:—Odhams: Woman, 
£2,220 (from £2,020); John 
Bull, £1,100 (£1,000). Newnes: 


Woman's Own, £1,580 (£1,450). 
Amalgamated Press: Woman's 
Weekly, £825 (£750); Woman's 
Illustrated, £500 (£400); Home, 
£200 (£160). 

Other rates are pro rata. 


More provincial rate rises— 
see page 5 


vinces and Wales. 

Members were told: “Only the 
statutory number of hours per 
week shall be worked. Overtime, 
other than contractual overtime, 
shall be discontinued.” In offices 
where a certain number of hours’ 
overtime is guaranteed by terms 
of a special contract, 14 days’ 
notice to terminate such a con- 
tract will be given by chapels 
concerned. 

Other sanctions to be imposed 
include the cancellation of re- 
laxations of agreements, incentive 
schemes, and shift work. Mem- 
bers in composing departments 


PUBLIC. 


1178 per 


SERVICE 


page 
Advertisers feature: CLOTHING, TOBACCO, SPIRITS, 
BEER, FOOD PRODUCTS, REFRIGERATORS, RADIOS, 
FURNITURE, SPORTS EQUIPMENT, CARS, BANKING. 
Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 


OVER 


per 


—250,000 montuty 


thousand 


circulation 


GROsvenor 3877. 
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This sign for Huntley & Palmers Litd., biscuit and cake manufacturers, at 


Paddington Station has been repainted in oy ee colours. 
ment is divided into two sections: on the 


The advertise- 
left-hand side the background 


is bright yellow with dark gs lettering and a dark green border, = 


on the right-hand side the 


ackground is green with yellow letteri 


border. The sign was designed by Huntley & Palmers’ agents a, 
Advertising Ltd. 


U.S. newsprint shortage 


‘Reduce ads—or 


small papers 
may go’ 


To help alleviate newsprint 
shortages, publishers of large 
American newspapers are to be 
asked to cut down their adver- 
tisements. 

A. G. Klein, chairman of a 
House of Representatives’ sub- 
committee, has stated that unless 
extra newsprint was found, many 
small daily and weekly news- 

pers would be forced out of 
usiness. This, he said, would be 
tantamount to a “censorship.” 

Commenting on a report by 
the United States Department of 
Commerce that American news- 
papers gave 60 per cent of their 
space to advertising and only 40 
= cent to news and editorial, 

Klein said; “I don’t know 
~ long people are going to buy 
such newspé — 

A report from the Department 
of Commerce showed that world 
supplies had become dangerously 
low and that experts did not see 
how the anticipated deficit after 
1958 would be overcome. 

At the same time an increase in 
the size and circulation of Ameri- 
can newspapers in the next de- 
cade was forecast. 

Indian scheme 
Plans are in nee to produce 
newsprint in Ind ia. wo ex- 
perts of the Italian Snia Viscosa 

Company, of Milan, have 

arrived in New Delhi at the 

invitation of the Indian Gov- 
ernment to study the scope for 
the manufacture of rayon- 
grade pulp and newsprint from 

Himalayan firs and eucalyptus. 

Earlier, a team of two German 
experts from  Aschaffenburger 
Zellstoff toured a number of 
places to study the possibility of 
using bagasse and other suitable 
raw materials for the manufac- 
ture of pulp and newsprint. 


NATIONAL 
ADS FOR 
LUXEMBOURG 


Radio Luxembourg plans to 
launch an advertising campaign 
in the national and provincial 
press some time in the autumn 
before the opening of its two 
new medium-wave transmitters 
that will broadcast the English 


With the start of these trans- 
mitters it is hoped that morning 
air time will become available for 
broadcasts to Britain. 

To provide more frequent 
information about trends in the 
daily audience, the station is to 
introduce a form of continuing 
survey to be held fortnightly, 
covering each day of the week in 
rotation. 

Report after April 

The first day to be investigated 
will be next Sunday; the next 
will be Monday, February 6, and 
so on. By the end of April, 
seven days will have been covered 
and a full report will be issued. 

“Jamboree” is the title to be 
used for the English transmissions 
on the style of the NBC Monitor 
technique which, it has already 
been announced, is to be adopted 
by Radio Luxembourg. It con- 
sists of running lengthy, non-stop 
programmes, “packing in every 
possible element of surprise and 
suspense,” says a Luxembourg 
statement this week. 

A completely “different” 
approach is to be adopted in news 
treatments. Five-minute drama 
spots will be a feature. 


Luxembourg repeat 


“Your Song Parade,” com- 
pered by Don Mason, which has 
hada 12 months’ run on Radio 
Luxembourg, sponsored by Milk 
of Magnesia (Chas. H. Phillips 
Chemical Co., Ltd.) is to continue 
for a further 52 weeks up to 
January 22, 1957. C. Mitchell 
and Co., Ltd., are the agents. 
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20,000 ABC rise for 
‘News Chronicle’ 


The latest ABC 


figures continue to show little change. At 


1,272,800, the July-December 1955 figure for the “News 
Chronicle” stands at about 20,000 above the previous six 


months, but since this journal’s acquisi 


tion of the “ 


Dispatch” its sale has climbed to a figure of 1,455,324 for the 
month of December, be dt ee 


Observer ... 
Sunday Times : 
Sunday Graphic .. : 
Press & Journal, Aberdeen ... 
Evening Express, Aberdeen ... 
Weekly Journal, Aberdeen ... 
Birmingham Post 
Leamington, Warwick, Kenilworth 4 Dis- 
trict Morning News. 
Newcastle Journal 
Sheffield Telegraph 
Western Mail 
Evening C: hronicle, Manchester 
Evening Chronicle, Newcastle - 
Evening Gazette, Middlesbrough .. 
Northern Daily rouaraph, Blackburn 
South Wales Echo... 
Star, Sheffield ... ‘ 
Sunday Sun, Newcastle ove 
Cardiff & South Wales Times 
Macclesfield Times & Courier 
Stockport Express & County Express 
News Chronicle & pally a 
Manchester pein .. a : 
Star .. : A 
Woman os 
London Counties ‘Newspapers 
Birmingham Gazette ... 
Yorkshire Observer 
Northern Echo, Darlington .. 
Evening Despatch, Birmingham 
Telegraph & Argus, Bradford 
Northern Despatch, Darlington 
North-Western ae Mail 
Oxford Mail : 
Shields Gazette . 
Shields Evening News .. ‘ 
Evening Advertiser, Swindon 
Yorkshire Evening Press 
Northumberland Gazette... 
Blyth News (Monday edition) 
(Thursday edition) 
Durham Advertiser series... 
Darlington & Stockton aaah 
Keighley News ... 
Yorkshire Observer Budget 
Barrow News series... 
Westmorland Gazette .. 
_ ordshire Times & Standard 
Bedford Record seties . 
Biggleswade Chronicle. 
Oxford Times... 
North Berks Herald & Advertiser .. 
Wiltshire Herald & apace, 
Wiltshire Gazette 
Sunday Mercury. 
sg mes Constlation & ‘Strabane Weekly 
ews... ‘ 
Banbur Guardian 
St. Helen's Reporter (Tuesday edition) .. 
(Saturday edition)... 
Hertfordshire Mercury & County Press .. 
Hertfordshire & we cies 
Bristol Evening Post 
Jersey Evening Post ... 
Birmingham Weekly Post 
Cannock & Hednesford Advertisers” 
Manchester Seven tenet 
Good Motoring .. 


Jan. ie, July-Dec., 
955 1955 
573,632 
603,042 
1,209,283 
72,331 
84 


42,619 


Other ABC figures are: Yorkshire 
Gazette & Herald (Oct.-Dec. 1954) 
17,810, (Jan.-June 1955) 17,896, 
(July-Dec. 1955) 17,406. Middlesex 
County Press (Jiine 1954-June 1955) 
160,336, (July-Dec. 1955) 159,598. 
Isle of Man Examiner (year to 


Dec. 
Dec. 
tionist Recor 
1954) 43,089, (year to Oct. 31, 1955) 


be ,085 Southern Star 


31, 
31, 


31, 1954 
Dee 31, 1953) 13,617. 


1954) 12,122 
1955) 12,208. 
(year to 


ear to 
edem 
Oct. 31, 


ear to 


54) 13,664, (year to 
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i. . , , | 1954 
543,543 
600,266 
1,205,462 . 
68,924 | 
80,836 
14,965 17,186 17,497 
40,589 44,566 42,195 
alate 10,361 10,996 11,181 
a toseas | losiast | forsee 
103,480 | 109,031 | 107,666 
80,567 84,254 84,252 
271,735 | 277,406 | 279,003 
112,993 | 116,167 | 116,617 
107,810 | 113,684 111,216 
165,227 | 167,922 | 169,056 
201,227 | 232,727 230,331 
216,115 | 220,819 | 219,950. 
18,614 20,817 21,182 
17,631 17,834 17,546 
| 36,163 38,131 38,036 
1,303,786 | 1,252,778 | 1,272,800 
146,048 | 156,154} 154,140 
1,068,341 | 1,010,809 | 954,221 
3,099,571 | 3,201,408 | 3,237,477 
Tal 86,372 93,479 88,242 
89,259 91,530 86,677 
; | 30,720 31,848 31,505 
107,553 | 112,783 | 110,294 
| 161,592 | 172,247 | 165,166 
122,310 | 126,167 | 123,668 
| 30,407 30,877 30,541 
| 28,523 29,250 28,866 
39,332 42,485 41,830 
34,743 35,267 35,221 
16,266 16,329 16,304 
29,468 30,883 30,709 
55,550 56,904 56,894 
10,391 10,502 10,466 
| 15,106 15,274 14,847 
15,538 15,774 15,425 
51,609 53,521 $2,058 
| 351399 35,813 35,589 
- 25,794 26,078 26,019 
19,016 13,490 15,200 
| 15,616 15,803 15,687 
| 22,828 23,053 23,215 
| 30,805 31,467 31,302 
| 22,597 23,342 23,344 
8,054 8,215 8,202 
31,657 32,521 32,131 
6,727 6,983 7,037 
| 45,571 15,572 15,138 
15,098 15,318 15,211 
190,495 | 203,573 | 207,918 
‘ | 41,599 11,824 11,976 
| 12,623 13,063 13,173 
14,931 14,974 13,924 
33,475 32,937 32,503 
| 21,933 22,584 22,379 
13,410 14,137 14,164 
135,978 | 139,388 | 140,048 
| 16,265 16,250 16,408 
35,133 39,840 34,533 
38,211 39,578 37,744 
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Developments delay ‘Yours’ 


The new magazine, “Yours,” 
which was to have been pub- 


two new developments since 
the scheme was first an- 
nounced which has meant that 
the magazine has been 
delayed. 


‘ADVERTISING 


PROFESSION 


MUST BELIEVE TO SELL’ 


Sir Gordon Russell, director of the Council of Industrial Design, 
has been impressed by the way in which “advertising has grown a 


conscience of its own.” 


Opening the Institute of Practitioners in 


Advertising’s third exhibition of paintings and sculpture, he said that 
advertising needed to believe in a thing if it was going to sell it to the 


Gay colouring enhances the effec- 


tiveness of “Petrouchka,” by H. 
Yates (Mather & Crowther Ltd.) 
at the IPA Exhibition. 


Irish design show 


will go on tour 


The Design Research Unit of 
Ireland is to stage an Exhibition 
of Industrial Design at the Man- 
sion House, Dublin, from Tues- 
day, March 27, to Sunday, 
April 8 on behalf of the Arts 
Council of Ireland. 

The exhibition is being con- 
fined to Irish manufacturers. 
Over 100 firms may take part. 

After the Dublin exhibition the 
show will travel to provincial 
cities including Cork, Waterford, 
Limerick and probably Galway. 


blic. 

Proclaiming his belief in the 
value of handwork in a “machine 
civilisation,” Sir Gordon said: 
“In your profession it is tremend- 
ously important that there should 
be a great number of people who 
like painting and drawing, and 
have built up a common lan- 
guage with the people they have 
got to deal with during the year. 

“So often, the designer’s job is 
not a job of designing, but of 
convincing the board that it is 
worth designing at all!” 

Lt.-Col. Alan M. Wilkinson 
said that no one had done more 
than Sir Gordon to link art with 
industry, which was something in 
which people in advertising 
agencies were all interested. 


Spare-time art 

The exhibition, which remains 
open until 1 p.m. next Friday, 
displays the non-commercial 
drawings, paintings, and sculp- 
tures of men and women in IPA 
member agencies or subsidiaries. 

Its 129 entries, ranging in style 
from conventional to extremely 
modernistic, include portraits, 
figure studies, street scenes, and 
landscapes in oils, water colour, 
and black-and-white drawing, and 
a few small figure-study sculp- 
tures. 

The selection committee com- 
prised W. K. Crampton Chalk 
(Technical Advertising Service), 
chairman; A. C. E. Adams (G. 
Street & Co., Ltd.); Phillip Boy- 
dell (London Press Exchange 
Ltd.), who supervised the hang- 
ing arrangements; James Fitton 
(C. Vernon & Sons, Ltd.); Ashley 
Havinden (W. S. Crawford Ltd.); 
H. Litterick (John Haddon & 
Co., Ltd.); and Rex Williams 
(Foote, Cone & Belding Ltd.) 


Milhado to handle Swedish papers 


The British representation of 
two leading Swedish Liberal 
papers, the morning Stockholms- 
Tidningen and the evening 
Aftonbladet, is being relinquished 
by Joshua B. Powers, Ltd. From 
next month it will be taken over 
by Albert Milhado & Co., Ltd. 

Reason for this amicable deci- 
sion, say the two contractors, is 
the obvious difficulties for 


Powers, who also represent a 
competitive journal, Svenska 
Dagbladet, on which they intend 
to concentrate their efforts exclu- 
sively as far as Stockholm is 
concerned. 

Ake Ferngqyist, advertisement 
director of Stockholms-Tidningen 
and overseas advertisement 
director of Aftonbladet, is in 
England on a business visit until 
the end gf next week. 


ADVERTISERS PAY MORE 
Provincial 
Newspapers’ 
rates up 


The following increases are 
included in display rate adjust- 
ments announced for a number 
of journals in the Provincial 
Newspapers group with effect 
from ‘Fobreary 13: 

Edinburgh Evening News and 
Yorkshire Evening News, from 

to 50s. s.c.i. Lancashire 
Evening Post, from Ws. to 35s. 
s.c.i. Northampton Chronicle & 
Echo, various adjustments to 


‘certain display categories. 


Burnley Express & News, 
Wednesda from 7s. 6d. to 
8s. 6d.; Saturdays, from 10s. to 
lls.; combined rate, from 15s. 
to 17s.- Doncaster Gazette, one to 
five inserts from 10s. 6d. to 
Ils. 6d. s.c.i. ; six or more, from 


Guardian _ series: 
lowest series rate has been 
eliminated; one insertion is now 
12s. 6d. s.c.i.; six or more now 
10s. 6d. s8.c.i. Northampton 
Mercury & Herald, lowest series 
rate eliminated; one insertion now 
7s. s.c.i.; six or more, 6s. s.C.i. 

There are also other display 
or classified adjustments in these 
papers. 

* * * 

’ The Herts Advertiser has an- 
nounced that from March 1, in- 
creases will be made in all its 
categories of advertisements, in- 
cluding: trade display, from 
13s. 6d. s.c.i., to 15s. 6d. s.c.i.; 


small classified, from 34d. per 
word, minimum 3s. 
word, minimum 3s. 


6d., to 4d. per 


Crown Wallpapers will launch their 
new contemporary designs for 1956 
in a special seven-page aan 
section in February “House 

Garden,” the front cover of which 
is seen here. Room-settings for the 
advertisements were designed by 

“House & Garden's” own staff. 


ADVERTISER'S WEEKLY 


AA—club meeting 
in Oxford 


Leading personalities of 
town and of gown have been 
invited to a public meeting to 
be organised by the Advertis- 
ing Association and the local 
Advertising Club at the Carfax 


First ads for 
trade journal 


The Nigeria Trade Journal has 
Started to carry advertising. The 
inclusion of advertisements in 
the journal, which is — 
quarterly by the Federal De 
ment of Commerce and In 4 
tries, Lagos, became effective 
with the current issue, January 
to March. 

The African & Colonial Press 
Agency Ltd. have been appointed 
as sole advertisement representa- 
tives in the United Kingdom. 

The journal is claimed to be 
the only official trade quarterly 
in British West Africa. Its cover- 
age includes information on 
market conditions and trends in 
Nigeria; quarterly review of 
trade and statistical details of 
imports and exports by principal 
countries, and other trade 
matters. 

Advertisement rates are full- 
page, £25; half-page, £15; and 
quarter-page, £8. 


New detergent 
from Hedley 


Thomas Hedley & Co., Ltd. 
are shortly to advertise a new 
contestant in the battle for the 
detergent market. The product, 
called Cheer, is already on sale 
in Southern England. The cam- 

ign, it is understood, will be 

eavy and extensive and will be 
in two stages. + are Erwin 
Wasey & Co., 4 

Currently Hiedley vans are dis- 
playing a poster which | says: 
“Cheer is Here.” 


Co-op show 


From Sunday, January 29. at 
9.30 pm. the Co-operative 
Society Ltd. will 
sponsor a new 26-week half-hour 
Programme on Radio Luxem- 
bourg, called “This I Believe.” 
After 13 weeks the programme 
will go off the air and recom- 
mence for a further 13 weeks in 
the autumn. It will be produced 
by Monty Bailey-Watson of Ross 
Radio Productions Ltd. 
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|anrists PARTY | “Too much to 


Some 450 people attended the Carlton Artists party at Stanhope Gate, 


Park Lane, last week. A da 
right: 


nce band played from 8.30 p.m. onwards 
and the party eventually ended at 12.30 a.m. 


In this group are, left to 


Miss Eve Smith (Mather & Crowther), Tony Harris (Carlton Artists), 
George Plante (Young & Rubicam), 


Miss Biddy Vanes (Mather & 


Crowther), Mrs. Ted Jones, Harry Jones (Mather & Crowther), Ted ~~ 
WJ. Walter espana: Mrs. Selwyn Clarke (Young & Rubicam), and 
Selwyn Cle Clarke . J. Lytle). 


‘LARGEST-YET’ COSMETIC 
SURVEY BY ‘WOMAN’ 


A new survey of the cosmetics market in Britain has been made by 
Woman and issued as a report to manufacturers, marketing executives 


and advertising agents. 


Describing it as the most comprehensive 


analysis ever, an Odhams Press Ltd. statement has described it as 
giving “considerably more information about this growing market 
than even the previous Woman report, published two years ago.’ 


The new survey deals with 38 
types of cosmetic products. The 

ormation about each is pre- 
sented ‘in statistical form. No 
comments are made, and no con- 
clusions are drawn. 

For each product three tables 
are given. The first makes a com- 
parison between Woman readers 
and non-readers, showing the 
frequency with which they use 
the product and the brands they 
favour. 

The others provide a detailed 
break-down of the frequency and 
brand-popularity figures obtained 
from all the 4,023 women inter- 
viewed, irrespective of magazine 
readership. 

The breakdown is made accord- 
ing to age-groups, social class, 
marital status, geographical area, 
colour of hair and the type of 
hair or skin—‘information which 
has never previously been avail- 
able,” say Odhams. 

Non-users of any product are 
divided by the survey into those 


Councils to a 


ads and amenities 


Bury (Lancs) town planning 
committee may prepare vhoto- 
graphic evidence of “unsightly” 
advertisements on the facia 
boards of shops in the town. The 
Association of Municipal Cor- 
porations has informed the com- 
mittee that it intends to discuss 
with the Ministry of Housing and 
Local Government the effects of 
advertising on local amenities. 

The committee is to tell the 
Association that it wishes to sub- 
mit the photographs at the 
appropriate time. 


who have never used it, and those 
who have given up using it. 

Following each main group of 
products is a table showing the 
relative importance to each of the 
various retail outlets. 

“The possibility of an expand- 
ing market for cosmetics is sug- 
gested by the large numbers of 
women who do not use many of 
the products now available,” say 
Odhams. 

“Out of every 100 women, there 
are 19 who do not use face 
powder, 24 who do not use lip- 
stick, 25 who do not use hand 
cream or lotion, and 40 who do 
not use foundation or vanishing 
cream. These are the only four 
face—or hand—cosmetics used 
by more than a minority of 
women. 


Ready to experiment 


“Readers of Woman use pro- 
portionately more of nearly every 
product than do _ non-readers. 
They also appear to be more 
ready, or more easily persuaded, 
to try out new types of cosmetic 
such as barrier cream, which has 
already been tried by 13 per cent 
of Woman readers but by only 
8 per cent of non-readers.” 

An appendix gives details of the 
sample used, methods of conduct- 
ing the interviews and the ques- 
tionnaire. 

The field work for the survey 
was carried out in the weeks 
beginning March 21 and May 2, 
1955. The second week would 
have been that beginning April 4, 
but for the national newspaper 
stoppage, which would have made 
it a non-typical week for maga- 
zine reading. 
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pay for Scottish 
TV contract 


FEES OUT OF PROPORTION, CLAIMS 
APPLICANT: OFFER IS WITHDRAWN 


As he considers the licence fee is much too high, A. G. 
McBain, Glasgow accountant chairman of Television 
Developments (Scotland) Ltd., has withdrawn his company’s 
application for the Independent Television Authority’s pro- 


gramme contract for Scotiand. 


Mr. McBain disclosed that the 
licence would cost £330,000 for 
the first year and £357,000 
annually thereafter. This is the 
first time the secrecy surround- 
ing the financial side of ITA’s 
Scottish plans has been broken. 

He stated that of the nine 
potential contractors, four were 
not likely to go forward with 
their plans under present con- 
ditions. 

“I have assumed,” said his 
letter, “that, as estimated by you, 
the station will not be in opera- 
tion and therefore revenue-earn- 
ing ‘until, at the earliest, the 


N ew technical 
monthly 


Morgan Brothers (Publishers) 
Ltd. are to launch a new monthly 
technical journal, Electrical 
Energy. It will be aimed pri- 
marily at professional electrical 
engineers engaged in research, 
development and _ production 
planning. 

Articles will cover all branches 
of electrical engineering. 

“At present there is no tech- 
nical journal devoted exclusively 
to this group of engineers. Elec- 
trical Energy will fill this gap,” 
says a statement from the pub- 
lishers. 

It will be a sister journal to 
Electronic Engineering. It will 
be edited by H. G. Foster, who 
will continue to edit Electronic 
Engineering. 

Advertisement manager will be 
M. M. Hudson. Advertisement 
rates are: full page £45; half- 
page £24; colour £15 extra. 

The first issue will be published 
in September and will have a 
guaranteed distribution of 10,000 
copies. The annual subscription 
will be 26s. and individual copies 
will be 2s. 


‘Try your skill’ at 
window-dressing 


Ironmongers’ assistants visiting 
the Hardware Trades Fair, at the 
Royal Horticultural Halls, 
S.W.1, February 20 to 24, will be 
able to take part in a window- 
dressing competition. 

Competitors will be supplied 
with a typical selection of hard- 
ware with which to dress a space 
approximately the size of an 
average shop window. The prize- 
winner will receive a silver cup. 


spring of 1957 and that the con- 
tract is likely to terminate on 
July 31, 1964. 

“This is a period of only 
approximately seven years, while 
your particulars indicate. a prob- 
able licence fee of £330,000 per 
annum, increasing to £357,000 
after the first year. 

“Comparing, so far as one can, 
therefore, the licence terms 
operating for existing English 
stations, the proposed Scottish 
licence fees appear substantially 
out of proportion. 

“That, essentially, is what large 
licence fees involve. There is in 
my opinion a substantial section 
of the Scottish people who want 
Scotland to be entertained in an 
intelligent way.” 

Dr. Tom Honeyman, Scottish 
representative on the ITA, later 
replied: “‘The Authority is aware 
of its responsibilities and Mr. 
McBain’s questions cannot be 
answered now. I think it’s a 
case of wait and see.” 


applications had been 
received by then. 

An ITA official said that the 
selection of the contractor, or 
contractors, would probably not 
be made public unti] March. No 
decision had been taken as to 
whether the Scottish station 
would have two contracting com- 
panies or only one, and the dura- 
tion of the contract might be for 
nir years. 


New company 


One of the applicants for the 
contract is a new company regis- 
tered only last week, the Mavis 
Film Corporation, of 48 Dundas 
Street, Glasgow, with capital of 
£500 in £1 shares. The new com- 
pany is described as “proprietors 
of cinematograph studios, film 
producers, hirers and renters, etc.” 

Directors are Thomas Gilmour, 
George Russell Whitelaw and 
William Gordon Kyle, all of 
Glasgow, and John Neilson 
Lapraik. of Chalfont St. Giles. 

Mr. Kyle, who has consider- 
able film and some radio and TV 
experience, said his company 
would pay considerable attention 
to sport—Mr. Gilmour is a well- 
known Scottish boxing promoter. 

He added that Mr. McBain’s 
figure of £330.000 fee appeared 
to him to be somewhat mislead- 
ing, although as figures were 
given in confidence he could not 
say more on that question. 
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The publicity committee of the northern region of commercial TV: 


left to right (seated) 


, J. Phoenix, Gordon Millem, and O. Dearden; 


(standing), L. Finlay and C. B. Wilson. 


Contractors name agents 


The northern television pro- 
gramme contractors, ABC Tele- 
vision Limited, and Granada TV 
Network Ltd., have appointed 


Wilson Advertising Ltd. to 
handle publicity and promotion 
before the opening of the 


Lancashire TV station. 

A substantial promotional 
scheme to be launched includes 
dealer tie-ups within the network 
area, a press relations service and 
large-space press advertising. 

It is estimated that 
northern region has over a 
quarter of all television licences 
issued in the UK. The campaign 
will seek to stimulate public 
interest in converting existing 


the : 


sets and aerials to receive the 
new transmissions. 

A publicity committee, com- 
prised of Oswald Dearden 
(ABC Television), J. P. Phoenix 
and Leonard Finlay (Granada), 
and C. B. Wilson and Gordon 
Millem (Wilson Advertising), has 
been formed to handle immedi- 
ate problems which arise from 
day to day. 


ABC TV studios 


ABC (Television) Ltd. is con- 
verting the Capitol cinema, 
Didsbury, Manchester, into 
commercial TV studios and work- 
shops. 


Midlands TV ‘pull’ over London 
A programme of commercial TV spots made for some of their 


clients by Colman, Prentis and Varley, Ltd., was shown to over thirty 
Birmingham and Midlands newspapermen at the Midland Hotel, 


- Birmingham, last week. 

Among the films shown were 
those made for Macdonald's 
Penguin Biscuits, the Norvic 
Shoe Co., the National Milk 
Publicity Council, the North 
Thames and South-Eastern Gas 
Boards, the Sunday Dispatch, 
Black & Decker, Kolynos tooth- 
paste, and Shell. 

CPV’s television controller, 
M. L. Broun, told the meeting: 
“Birmingham is a key consumer 
market. Industrial workers in 
the Midlands, with their gener- 
ally high spending power, will be 
very responsive to commercial 
television. 

“With a much larger initial 
audience, Birmingham _ starts 
with a big pull over London— 
partly because BBC television 
came to the Midlands three years 
later than London, meaning more 
receivers of more recent manu- 
facture. 

“Television advertising will 
become an increasingly attrac- 
tive proposition from an econo- 
mic viewpoint as commercial 
television becomes nation-wide; 
and the cost of production will 


be spread over several networks. 


“But, where possible, we shall 
bear local appeal in mind—as, 
for instance, in the three-minute 
travelogue films made for Shell, 
many of which will be angled on 
places within motoring distance 
of Birmingham.” 


U.S. see Murraymint 


commercials 


The Murraymints television ad- 
vertising films—voted the best 
commercials in the News 
Chronicle October Gallup Poll— 
have been shown on American 
television. Alistair Cooke showed 
those of the guardsmen and the 
firemen in his NBC television 
programme “Omnibus” on Tues- 
day, as the best example of 
British television advertising. 

Gillette, one of America’s 
leading advertisers, are reported 
to have asked for copies to study. 

The Murraymints films were 
created by S. H. Benson Ltd.’s 
television department and pro- 
duced by Halas and Bachelor. 


A-R SELLING 
5-SECOND 
TV SPOTS 


From Monday of this week, 
Associated - Rediffusion, Ltd. 
have been accepting five-second 
short advertisements. They are 
being sold at the rate of £55 in 
the A time sector, and £30 in 
B time. 

The contractors say that this step 
has been taken to “meet the 
requirements of the smaller ad- 
vertisers, and also of our 
clients who prefer a series of 
short spots.” 

Slides will be acceptable for the 
transmission of these shorts, 
and also, in future, for all 15- 
second spots. 

A maximum of two different 
slides can be used for slide 
presentations, except for the 
five-second short advertisement, 
when only one slide can be 
used. For any slide transmis- 
sion the “voice over” charge 
for the station announcer is 
three guineas. 

Slides may now be used, say A-R, 
for five-second shorts in A and 
B times, seven-second time 
signal spots in all time sectors, 
and 15-second spots in all time 
sectors. 


‘News Chronicle’ awards 


SHELL STILL 
TOP TV AD 


Top commercial of December, 
according to the News Chronicle 
Television Awards, conducted by 
TV Research (Gallup Poll) Ltd., 
= Shell—the leader in Novem- 

r. 

There were no commercials 
for Murraymints — second in 
November—during the month, 
and Guinness moved up into 
second place. Third place went 
to Kit-e-Kat. 

Altogether, seven out of the 
first ten in November held their 
positions at the top. They are, 
in addition to the three leaders, 
Mackesons, Brooke-Bond, Omo 
and Surf. 

Newcomers to the top ten 
were Esso Extra; Freeman, 
Hardy & Willis; and Sunfresh. 


69 out of 100 


In November and again in 
December, Shell scored 69 points 
out of a maximum possible of 
100. 

“But,” says TV Research, 
“the popularity of a commer- 
cial is not necessarily a guide 
to its effectiveness. Our 
activation and other TV re- 
search enquiries clearly show 
that some of the top ten com- 
mercials are not doing a very 
good job of selling. 

“On the other hand, while 
success may not — necessarily 
attend popularity, failure to 
realise some degree of popularity 
is disastrous.” 
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New TV agency 
in Scotland 


responsible 
for the SMT Scottish Bus 
Group’s public relations, pub- 


Telescot has been formed 
in anticipation of the opening 
of commercial TV in Scotland. 
Staff and other arrangements 
will be made and announced 
at a later date, said a state- 
ment issued this week. 


Press plus TV 
ads boost 
Wolf Cub sales 


During 1955 Wolf Electric 
Tools, Ltd. had a record year. 
This success was partially due 10 
national advertising, and partially 
to the use of commercial TV, it 
was announced at the firm’s sales 
conference. 

. J. Cox, public relations 
officer to the firm, reviewed the 
sales promotion and advertising 
programme carried out during 
the past 12 months. 

Two outstanding features, he 
said, had been the entry of the 
company into national press ad- 
vertising and into the commercial 
television field. 

“Although the latter was a 
comparatively new medium, re- 
sults were encouraging. Pro- 
vincial viewing time has been 
booked so that Wolf Cub Elec- 
tric Tools can be shown on TV 
screens in such areas as Man- 
chester and Birmingham when 
transmissions commence,” he 
said. 

He said that during the coming 
summer, national, trade and local 
press advertising was to be con- 
tinued on a “larger scale than 
before.” A new catalogue was 
being prepared and new point- 
of-sale material was being de- 
signed. Agents for the company 
= John Mitchell & Partners, 

td. 

R. F. Hatto, sales director, said 
that sales of both Industrial and 
Cub Home Handyman Electric 
Tools had been the highest yet, 
but to maintain the lead that the 
company enjoyed in the portable 
electric tool industry, it was 


necessary for sales representatives 
to continue creative selling. 

It was planned to introduce 
several new Industrial and Cub 
tools. 
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[News About @ 


Hulton men 
join ABC 
Television 


Michael R. Hutcheson, a_ senior 
representative on Picture Post. is 
joining the advertising division of 
ABC Television Ltd. at the end of 
this month as an account executive. 
He joined Hulton Press Ltd. in 
1947. He will work from the Lon- 
don office of ABC Television Ltd. 


Leonard F. Crockford, sales man- 
ager of Advertising Features Ltd.. 
has also joined the division. After 
the war, for eight and a half years, 
he was manager of radio and tele- 
vision publicity for the J. Arthur 
Rank Organisation, and in March, 
1955, he joined Associated Tele- 
Vision Ltd. In May. he moved to 
. Advertising Features. 


Third addition to the division is 
Albert W. Halligan, who has been 
in charge of the records and statis- 
tical department at Hulton Press 
Ltd. since 1948. He becomes man- 
ager of the records and — 
dising na <1 98 at ABC TV 


* 

Misha Black Mid been invited by 
the Government of Ceylon to visit 
Colombo this month to consult with 
them on the general planning of 
the second Colombo Plan exhibi- 
tion which will be held in that city 
during February and March, 1957. 
He will be in Ceylon for ten days. 
Mr. Black has also recently been 
appointed to advise the Birmingham 
Chamber of Commerce on the 
visual improvement of the British 
oe, Fair mm Birmingham. 

*x 

Jack i os been appointed 
manager of the periodicals depart- 
ment of Gordon & Gotch Ltd. fol- 
lowing the retirement of R. Haynes. 
Mr. Moss has been 35 years with 
G & G and has been assistant 
manager of the department for 17 
years. He has just returned from 
an eight-week business visit to 
South Africa and Rhodesia. 


7 7 7 
Michael McLuskey has been 
elected a director of Beck & 
Pollitzer (Contracts) Ltd. He has 
been 28 years with the company, 
being appointed works and produc- 
tion manager in 1945 
* * * 
A number of appointments in the 
sales-service organisation of Hoover 
Ltd. have been made. New field 


M. Hutcheson 


L. F. Crockford 


sales manager is H. G. Hulme, for- 
merly northern sales manager. 
W. Findlay, branch manager of the 
Midland branch, has been appointed 
to succeed Mr. Hulme. A number 
of other branch and district changes 
have been made. 


* * * 


Lawrence Connelly has been 
appointed to the board of Facsimile 
Letter Printin Re one of the 
Direct Mail of Companies. 
After war Boos fhe studied print- 
ing and business administration 
under a Government scheme to 
train potential business executives. 
run by F. C. Hooper, now managing 
director of Schweppes. He joined 
the Facsimile Letter Printing Co.., 
seven years ago. 


* * * 


Eric Towers has left Fords (Fins- 
bury) Ltd., where he has been 
public relations officer since 1951, 
to join Voice & Vision Ltd. A 
member of the Institute of Public 
Relations and British Association 
of Industrial Editors, he was re- 
sponsible for Fords’ Silver Jubilee 
Fair in 1952, and for the conception 
and production of Fords’ house 
magazine Thorough. 


* * * 


T. H. Jones, who has been asso- 
ciated with Ronuk Ltd. and United 
Sales Organizations Ltd. for over 
30 years, has been appointed sales 
manager of the companies. 


Newnes’ assistant 


ad director 


E. G. Court is succeeding A. E. 
Sims at Newnes as assistant adver- 
tisement director, not assistant 
advertisement manager, as stated 
last week. 

* * a. 


A number of appointments in 
F. C. Pritchard, Wood & Partners 
Ltd.’s_ creative department have 
been made. Ken in addi- 
tion to his present duties, will be 
responsible to creative director 
Gerald Butler for supervision of 
typography, merchandising, art buy- 
ing and photo printing depart- 
ments; Walter Hayley and Reg. 
Forster become deputy creative 
directors. Mr. Hayley, while con- 
tinuing with management of his 
group, will develop the agency's 
copy service; Mr. Forster will be 
responsible to the creative director 
for the standard of the visual side of 
press and advertising work. 


A. W. Halligan 


L. Connelly 


20, 1956 


(Left to right) S. C. Sloper, S. C. Goodwin and N. C. Halse who were 
each presented with a watch at Charles W. Hobson Lid.’s party, to mark 
the completion of 25 years’ service with the agency. 


Clifford Barclay 
joins P & D toard 


Clifford Barclay has joined the 
board of the Pearl and Dean Group. 
Mr. Barclay was previously with 
Stoy, Hayward and Co., chartered 
accountants, as a consultant. 


A. De Lasta and M. Austin have 
been appointed directors of Pearl 
and Dean (Overseas) Ltd. 

* * * 

Michael Sherwin has joined the 
PR group of Foote, Cone & Beld- 
~ Ltd., as an account executive. 

After a_ short-term appointment 
from 1946 to 1948 as principal of 
the economics division of the Ger- 
man Section of the Foreign Office, 
he became the first secretary of the 
South Western Electricity Con- 
sumers’ Council, a post which he 
held until he joined Voice & Vision 
Ltd., as a PR account executive. 

+ 

H. A. Hake, mining editor of the 
Investors’ Chronicle, flew to South 
Africa recently to visit Johannes- 
burg, Cape Town, the Orange Free 
State and Northern Rhodesia to 
see mining properties and mining 
personalities in South Africa and 
Northern Rhodesia. Mr. Hake will 
be returning on January 29. 

* * a 

R. G. Spence, commercial artist em- 
ployed by Watmoughs Ltd., printers 
and publishers of Bradford, has left 
for Nairobi, where he will take up 
a four-year contract with the Kenya 
Advertising Corporation. 


* * * 
After three and a half years with 
George F. H 


Sells Ltd., odgson has 
taken up the appointment as studio 
manager to Granthams of ae 
Before joining Sells he was sta 
artist to the publicity departments 
of Tintex Dyes and Marshall's 
Food Products Ltd. 
a. * * 

John L. Robertson, manager of 
the Leith office of the Edinburgh 
Evening News for the past 20 years, 


W. P. Howard 


has been presented with a eo 
watch to mark the completion of 50 
years’ service with the newspaper. 
The presentation was made by 
James Seager, editor-in-chief and 
general manager. Mrs. Robertson 
received a set of fish knives and 
forks. ° 
* -_ 


John Edward Sear, assistant sales 
manager of The Shredded Wheat 
Co., Ltd., has been promoted sales 
manager. Mr. Sear has been with 
the company for 20 years and suc- 
ceeds C. B. Walker, who is taking 
up another appointment on Feb- 
ruary 1 as sales manager with 
Stoddart & Hansford Ltd. 

* - * 

Following reorganisation of their 
press relations department, R. W, 
Jones has been appointed advertis- 
ing and press relations officer to the 
Maples group of stores. 

* a * 

D. A. Bain and A. S. G. Robert- 
son, directors of D. J. Keymer & 
Co., Ltd., will be leaving next week 
for a short visit to the Indian and 
Pakistan offices. They — to — 
away from England for about th 
weeks. 

* + 

Peter Hoff has left the advertise- 
ment section HM Stationery 
Office to join Cowlishaw & Law- 
rence (Advertising) Ltd. 


Publicity manager 
for Ferodo 


W. P. Howard has been appointed 
meng | manager of Ferodo Ltd. 
rom 1948 to 1951 he was respon- 
sible for editorial publicity with 
Bakelite Ltd., and since 1951 has 
been engaged in press relations and 
similar work within the publicity 
M7 of the General Electric 

° 

* * 

Geoffrey Rose, export manager of 
Smiths’ Advertising Agency Ltd.. 
returned last week from a tour of 
the continent, where he had dis- 
cussions with Smiths’ affiliated agen- 
cies about a number of continental 
markets. 

* * * 

H. Fleetwood, of Journal 
Publicity. has been appointed adver- 
tisement sales representative 
Chemical Processing in the Man- 
chester area. 

* * * 

R. N. Oliver, advertising manager 
of Sunbeam Electric Ltd,, is on a 
visit to America. He is attending 
a sales conference at the firm's 
parent company in Chicago before 
spending a short time in New York, 
where will study Sunbeam TV 
methods in the US. 
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There are millions 


like her 


Like millions of other viewers, she and her family read 
the Daily Mirror every day. For, according to the 
1.1.P.A. Survey, 39% of all regular televiewers are Daily 
Mirror readers. The Survey also showed that a very 
high percentage of other costly products find their way 
into Daily Mirror homes. 

With the biggest daily sale on earth, the Daily Mirror 
has the lowest square inch per thousand rate of all 
national dailies. No wonder it is the world’s greatest 


Biggest daily 


sale on earth 
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DIRECT MAIL RESEARCH PROJECT PLANNED 


Medium’s growing importance 
stressed by associations’ chiefs 


Heads of leading advertising bodies made it clear to more 
than 160 members and guests at the British Direct Mail 
Advertising Association’s annual dinner last week that they 
fully recognise the importance of direct mail as an advertis- 
ing medium. A research project was also announced. 


Lt.-Col. Alan M. Wilkinson, 
president of the Institute of Prac- 
titioners in Advertising, said that 
in the examinations which must 
be taken before one could become 
a member of the Institute, direct 
mail was now part of the syllabus. 

Lord Luke, president of both 
the Advertising Association and 
the Incorporated Sales Managers’ 
Association, described direct mail 
as an important link in the selling 
chain between the advertiser and 
the consumer. 

And W. A. S. Camp, the 
BDMAA’S own chairman, who 
presided, claimed that direct mail 
was a “must” to every intelligent 

lanner in the use of his own or 
is client’s money. 

Clifford Harrison, 
the re 


Dollar ie 


Sir William Rootes, chairman 
of the Dollar Exports Council, 
has left for North America for a 
series of top-level discussions 
between British, Canadian and 
United States businessmen on 
methods of increasing Britain's 
trade to the dollar countries. 

The Dollar Council’s object is 
to increase the flow of Anglo- 
Canadian trade, and at the same 
time it is intensifying a fresh 
drive in Britain to increase 
exports to Canada. 


resident of 
sextell of 


Early publication 


to catch BIF 


The Kemp’s Group of Publish- 
ing Companies is to advance pub- 
lication of its Trades Register of 
London, and Fabric and Clothing 
Trades Index, so that the 1956 
editions may be exhibited on the 
Kemp’s stand at the BIF at 
Earls Court next month. 

Normally the two books are 
published in the middle of 
March. This year, they will be 
brought out a month earlier—the 
middle of February. 


More on posters 


The increase in poster charges 
will cost Scarborough corporation 
about £350 more = this year. 


British Advertisers, and H. A. 
MacLehose, president of the 
British Federation of Master 
Printers, were also present. 

Mr. Camp said that the 
BDMAA members now felt they 
should line up with the other 
advertising bodies. 

The BDMAA was supplying 
speakers, instructors and _ lec- 
turers, and in common with the 
modern trend, the members had 
willingly accepted a code of stan- 
dards which embraced, for 
example, a rigid adherence to the 
British Code of Standards in rela- 
tion to the advertising of medi- 
cine and treatments. 


Contest incentive 


In addition, the Association 
was creating interest in the 
medium through the promotion 
of contests, he claimed; its 
annual awards pointed to the 
“tops” in British direct mail 
advertising. 

Finally Mr. Camp hinted at a 
research project now being 
planned by the Association and 
expressed gratitude to the IPA for 
their collaboration. 

Lord Luke, responding for the 
guests, said that in providing 
goods or services to those who 
needed them, where mass produc- 
tion was concerned a mass adver- 
tising attack was necessary. 

Col. Wilkinson, who also 
responded, said his inquiries had 
revealed that membership of the 
BDMAA ranged from direct mail 


houses to printers, from office 
equipment suppliers to pub- 
lishers, from paper manufac- 


turers to air lines. 

Questioning whether any other 

occupation was more full of 
interest, excitement, and promise 
than advertising, he added: “I 
believe we have the right to be 
proud of being in advertising, 
and of the contribution we are 
making to the life and happiness 
of this country. 
_ “Proud of the way we are help- 
ing people to find and share the 
good things of life, whether it be 
a woman a summer frock or a 
new cooker, a man a motor car, 
a lawn mower or a safety-razor, 
or a travel holiday for both.” 


(See ‘Mainly Personal, ‘Page 5 58) 


Lord Luke speaks at the annual dinner of the British Direct Mail Adver- 


tising Association. Seated (I. 


to r.) are Lt.-Col. 


Alan M. Wilkinson, 


Lady Luke, WwW. A. S. Camp (chairman), and Mrs. Camp. 


Another film 
award for 


Anglo-Scottish 


Anglo-Scottish Pictures Ltd.— 
who won a colour award at the 
1955 International Screen Adver- 
tising Festival — have been 
awarded a Premio Hamar at the 
Ist International African Film 
Festival. 

The award was for “Drums for 
a Holiday,” a prestige docu- 
mentary film made on behalf of 
Cadbury Brothers Ltd., dealing 
with the production and market- 
ing of cocoa. 

To make the picture it was 
necessary for Anglo-Scottish to 
film entirely unrehearsed 
sequences, presenting, the film 
company states, “many unusual 
technical problems.” 

“Drums for a Holiday,” a four- 
reel film. has a showing time of 
35 minutes. Both 16 mm. and 
35 mm. Technicolor prints have 
already been distributed in 
Britain and Africa. 

The late A. R. Taylor was in 
charge of the production units, 
while Skeets Kelly was camera- 
man and Peter Styles production 
manager. 


Duke to open Centre 


The Duke of Edinburgh will 
open “The Design Centre for 
British Industries’ at 28 Hay- 
market, S.W.1, on the afternoon 
of Thursday, April 26. The De- 
sign Centre, organised by the 
Council of Industrial Design, will 
be a permanent national exhibi- 
tion of well-designed durable 
consumer | goods. 


Medical publicity 
men meet 


A provisional committee 
has been authorised by pub- 
licity executives from member 
firms of the Association of the 
British Pharmaceutical Indus- 
try to explore the possibilities 
of setting up an informal body 
to enable pharmaceutical pub- 
licity men to meet periodically 
to discuss matters of common 
interest. 

A further luncheon meeting 
is to be held on Wednesday, 
March 14. The temporary 
convener is W. John Merrick, 
Evans Medical Supplies Ltd. 
Speke, Liverpool, 19. 


House journal 


judges named 


A. G. Wareham, editor of the 
Daily Mail, will judge the stan- 
dard of editing in this year’s 
National House Journal Com- 
petition, organised by the British 
Association of Industrial Editors. 

R. S. Hutchings, editor of The 
British Printer, will judge the 
entries for typography and lay- 
out; and G. E. Lovell, of C. and 
E. Layton, Ltd., will judge the 
standard of illustration. 

The judges will award a 
Diploma of Excellence and a 
number of Certificates of Merit 
in each of six classes, and the In- 
dustrial Editors Trophy, given by 
the Monotype Corporation Ltd., 
will be awarded for the best 
house journal of the year. 

The competition closes on 
Friday, March 23. 


a > 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 


Tel. March 2368/9 
London Representative: W. H. WALMSLEY 

67 42 Copies 69 Fleet Street, E.C.4 Tel. Fleet Street 9353 
Northern Representative: ARNOLD ELLIS 

® Weekly 64 Cromford House, Manchester, 4 Tel. Blackfriars 6967 


Head Office: TIMES BUILDINGS, MARCH 
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doubles your audience 
at nfy 30% Ate Cote 


Twice the audience—at less than 50% extra cost: because the Midlands audience 
at the outset will be roughly as large as the present audience in London. Taken 
together, they form one massive audience, covering the two richest markets 
and one-third of the population of this country. This is what the opening of 
the Midlands ITV transmitter on February 17 will mean to advertisers. 


The cost of 30 seconds at peak time in the Midlands is only £350 — exactly 
half the cost of the corresponding time in London. But, in addition, advertisers 
will be able to use the same commercials on both stations, and thus spread 
their production costs. This means a further substantial saving. 


ATV, the programme company with the “know-how” to attract and hold record 
audiences at London weekends, will bring you record Midland audiences on 
weekdays as well. 


From strength to strength with 


ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, 


KINGSWAY, W.C.2. Telephone: CHAncery 4488 
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Pearl & Dean launch 


Spanish 


project 


NEW COMPANY FOR MADRID 


The Pearl and Dean group are breaking into the Spanish 
market. Together with Spanish advertising and film produc- 
tion interests, they have formed a new company, which will 
develop screen advertising in Spain “on the modern pattern.” 


Cinemas will show advertising 
films of various lengths and 
colour filmlets will be intro- 
duced. 

The company will be called 
Movierecord SA. Its head offices 
will be in Madrid, and the board 
will consist equally of British 
and Spanish members. Ernest 
Pearl will be chairman, and Jo 
Linten, a Spanish advertising 
film pioneer and prizewinner at 
three Milan Festivals, will be 
managing director. 

The board will also include 
Bruno Kiwi, managing director 
of Pearl & Dean (Overseas) Ltd.; 
and David Harris, a director of 
the Pearl and Dean group, who 
will plan, with Mr. Linten, the 
organisation of the new 
company. , 

Closely associated with Movie- 
record is Estudio Moro, who 
have built a new studio specially 
designed for the production of 
advertising films and filmlets, 
under the direction of Santiago 
Moro, a leading Spanish pro- 
ducer. 

Movierecord SA are members 
of International Screen Advertis- 
ing Services (ISAS). As part of 
their inaugural celebrations they 
showed prize winning films of the 
recent Monte Carlo International 
Advertising Film Festival, at the 
Capitol Cinema in Madrid early 
this month to some 2,000 people, 
including civic dignatories, lead- 
ing advertisers and agents, 


Industry’s need for 
more publicity 


When E. A. Reynolds, a direc- 
tor of Chiltern Press, spoke to 


the Institute of Industrial 
Administration, North London 
branch, on “Publicity for 


Industry,” he said that he would 
like to see a greater use of pub- 
licity and information within 
industry to improve the lines of 
communication between manage- 
ments and workpeople. 

While external publicity 
reached a high standard, there 
was great scope for its increased 
use on the human relations side 
where progress in relation to the 
ground to be covered was meagre. 


cinema exhibitors, and members 
of the British Chamber of Com- 
merce for Spain. 

Mr. Pearl, in his capacity of 
president of ISAS, gave a short 
address, and the films were re- 
ported to have been received 
with great enthusiasm. The 
Spanish press and radio gave a 
good coverage to this show, and 
Mr. Pearl spoke on the radio on 
several occasions. 

At a press conference held in 
London last week, Mr. Pear! said 
that advertising films from a 
number of countries, including 
Britain, would be adapted for 
showing in Spain and, con- 
versely, films for Spanish adver- 
tisers would be made in Spain and 
shown abroad. 

Information concerning Movie- 
record screen advertising facili- 
ties in Spain is available to 
agencies and advertisers’ in 


Britain from A. B. M. Taylor, 
sales manager of Pearl & Dean 
(Overseas) Ltd. 


A replica of the Ferguson tractors, 


JANUARY 20, 1956 


REN 


which will be used on the 1956 


Commonwealth Trans-Antarctic Expedition, appears in the window display 


of the showrooms of Ferguson Lid., Lower Baggott Street, Dublin. 
display was constructed and carried out by Dunft 


Irish press see 
footwear film 


A short documentary film deal- 
ing with the footwear industry 
was shown to newspaper repre- 
sentatives at a press conference 
in Dublin on Monday. It was 
in connection with the Irish Shoe 
and Leather Fair which will be 
held at the Mansion House from 
next Tuesday to Friday. 

A spokesman for the organisers 
of the fair said that the fair would 
form the first national-size shop 
window for an industry based 
- Yaa primary product of the 
and. 


> A if i 


Many foreigners attended the Cage: Birds and Aquaria Exhibition. 


More birds, bigger crowds at show 
By Our Exhibitions Correspondent 


The 12th National Exhibition 
of Cage Birds and Aquaria, 
organised by the Associated Iliffe 
publications, Cage Birds and 
Waiter Life, held at Olympia last 
week, was a record for both the 
attendance and the number of 
birds displayed. 

_ During the 2} days the exhibi- 
tion was on there were 28,000 
visitors, including a large number 


of fanciers from all parts of 
Britain, and also some from 
America, Germany, Norway, 
Belgium, Switzerland, Sweden 
and the West Indies. 

During the show, the Junior 
Bird League, run in conjunction 
with Cage Birds, signed up 500 
new members, making the 
strength of the League 4,000. It 
was only started last September. 


Yorker, New York. 


The 
roy Displays Ltd., Dublin. 


Trans-Antarctic 


tractors in 


Dublin window 


The 1956 Commonwealth 
Trans-Antarctic Expedition, led 
by Dr. Vivian Fuchs and Sir 
Edmund Hillary, will take as 
part of its equipment four 
Ferguson tractors. 

As a direct publicity tie-in, the 
window display of Ferguson 
Ltd.. Dublin, is featuring a 
replica of the tractor, complete 
with front wheel skis, half 
tracks, mounted winch, and a 
model tractor driver. 

The floor of the display is 
covered with “snow,” and a re- 
volving stand with a miniature 
tractor on top of a map of the 
world is shown with an arrow 
pointing from Great Britain to 
the South Pole. 

The fittings on the tractor are 
marked with name cards and a 
panel in the centre of the display 
gives details of the expedition, 
and also names other expeditions 
for which Ferguson tractors 
have been chosen. 

The display stresses that the 
tractor which is used in the 
Arctic and Antarctic is the same 
as that available to farmers. 

The current display will finish 
at the end of this month, but 
may be repeated at shows and 
exhibitions during the next three 
years of the Trans-Antarctic 
Expedition. 


Management and PR 


The first conference on public 
relations ever to be held by 
the American Management Asso- 
ciation, national management 
educational organisation, was 
being held yesterday (Thursday) 
and to-day at the Hotel New 


x ONE OF BRITAIN’S BEST MARKETS 


| cred y SURREY ADVERTISER 


LONDON: 143 Fleet Street, E.C.4 Tel: FLEet street 6672 


Head office: GUILDFORD Tel: 5252 
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Introduce the name 


Trreviyk 
— Kveote 


Get it known 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 


a 2 aan nies = RP See 8G ey Ph. 3. eee ‘+ tg) SHR oth 
"| e* 
; 
eee ' 
ie S y Se ie eee We of 4S i. 
ie eae We mn | 
ac) . | ya has a eas 
ei AS ee | | RNIN g ' 0 28 Ry 
Ee a 
| hee om ee IAN ae : 
i 
s ------+--@nd---+---- ! 
6 -A rN 2 Ef 
Race itso» 
a4 || ye | : 
| Lopes | | ee 
Sle (NCE ome 
; 
ee is masealll eS 2 we | = ag a By. 7 


ADVERTISER’S WEEKLY 


COMMENT 


THE PRINT 
DISPUTE 


The dispute which has developed 
this week between two craft 
unions and masters in the print 
industry faces all print users, 
and advertisers in particular, 
with sharp new problems. 

The impression had _ generally 
been gained that negotiations 
following the end of old agree- 
ments in November would be 
successfully concluded. In 
the event, key unions have de- 
cided to press their claims. 

Now, the immediate future holds 
threat of paging limitations for 
periodicals and _ provincial 
newspapers. And the inevit- 
able result is a restriction on 
advertising activities. 


The challenge of 


In the event of the dispute being 
protracted, advertising media 
selection will be affected. Ad- 
vertisers with big marketing 
campaigns planned will seek 
alternative scope for publicity. 

Indisputably, such a development 
would heavily emphasise the 
challenge to the printed sales 
message of the new medium of 
commercial _ television. Its 
time-salesmen will be watching 
with hopeful expectation for 
any diversion in appropria- 
tions. 

Of course, there is no doubt that 
the press as an institution is 
not surpassable as the basic 
advertising medium. But that 
does not imply that individual 
journals can weather any 
economic storm which arises. 


Need for long-term 
stability 


The print user is naturally dis- 
turbed at this threat to produc- 
-_ and he fears the long-term 


ect. 

He hopes that the serious situa- 
tion which has now arisen will 
sharpen the desire of all in the 
print industry to produce a 
quick and lasting solution. 

The urgent necessity is for an 
agreement which will give 
long-term stability to the indus- 
try, increased productivity, and 
an atmosphere in which full 
advantage may be taken of all 
the new equipment and tech- 
niques now being developed. 
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Talking Points 


who’s buyiny or selling 


UMOUR is rife—in Fleet 
Street and in Manchester 
—about the future ownership 
of several newspapers. 
Manchester, of course, is the 
town of much talk these days 


following the recent moves 
affecting Kemsley interests 
there. 


The most persistent story is 
that Lord Kemsley would like to 
sell the Evening Chronicle and 
the Empire News (now incorpora- 
ting the Sunday Chronicle) to- 
gether for a cool £3 million ; and 
that both the Mirror Group and 
Beaverbrook Newspapers are 
interested in the evening but not 
in the Sunday publication. 

Forecasters who believe the 
story envisage the Mirror Group 
taking over the Evening Chronicle 
just in time to face the long- 
projected Beaverbrook Man- 
chester evening. What a battle 
that would be! 

But what are the men at the 
top in London saying? 

Lord Kemsley (through a 
spokesman): “It’s the first | have 
heard about this proposed sale. 
Thank you for letting me know.” 

Tom Blackburn, of Beaver- 
brook Newspapers: “I have heard 
of these rumours for some time. 
But I do not even know if these 
papers are for sale.” 

A Daily Mirror spokesman: 
“We know nothing about these 
rumours.” 

And a final word from our 
Manchester correspondent: 
“Everyone up here is convinced 
there is something in the wind.” 


‘HERALD’ RUMOUR 
HOTLY DENIED 


N London, lecs widespread 
rumour has centred on the 
future of the Daily Herald. 

The story—hotly denied at 
Long Acre—is that Odhams are 
anxious to dispose of their 51 per 
cent interest. 

An interesting point for specu- 
lation is—Who would line up 
with the TUC, which has a 49 
per cent holding? 


7 * * 


With disturbing rumbles in the 
print industry, rising costs of 
materials, and publishing changes 
and developments on all sides, it 


is scarcely surprising that such 
rumours are the main talking 
points in the bars and restaurants 
where ad men meet. They are not 
all to be taken as having founda- 
tion in truth. Beet... OO 
amazing how often business 
necessity dictates denials. 


LAST RESORT 


ROM the welter of news 

about rising rates, selling 
prices and new problems for 
established media, there emerges 
this gem of a new idea for resort 
publicity : 

A Southend resident has sug- 
gested to the borough council 
that they should give her a light- 
weight motor-cycle decorated with 
advertising slogans for the town 
which she would use on her busi- 
ness journeys to London. 

Strangely enough, the council's 
publicity committee has turned 
down the idea. 


t p= kinds of figures are being 
produced concerning the 
effect of television on cinema 
attendances. 

The fact remains, however, that 
screen advertising is doing very 
nicely thank you. 

The truth is that, in spite of 
TV and the entertainments tax, 
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Papers ‘for sale’—but no one knows 


people in Britain do more 
cinemagoing on average than any 
other people in the world 

In 1954 the average visits to 
the cinema of each person in 
Britain totalled 25; and in the 
year 1954-55, at about 4,500 
cinemas, they paid £44,200,000 in 
entertainment tax, compared with 
£9,700,000 in the year 1934-35. 

It is perhaps strange, but cer- 
tainly true, that complaints about 
the challenge of TV are heard 
more from the press than in 
screen advertising circles. Yet the 
small screen seems a natural rival 
for its big brother in the cinema. 


Hees this for tough selling? 
Subscribers to Reader's 
Digest are receiving postcards - 
notifying them of condensed 
books being published by the 
organisation. They are asked to 
return the card if they do not 
want a book. 

If they do not bother to return 
the card, the book arrives, with 
similar instructions. 

And if they do not care to post 
the book back, bills and 
reminders follow. 

The London office of the 
Digest has received a number of 
complaints against this somewhat 
unusual form of book-selling. 

One of them, according to Fleet 
Street chit-chat, was from a 
demolition contractor. He sent 
a card saying: “Return this card 
or we'll come and pull your 
building down.” 


TO-MORROW’S TOPICS 


@ Many more advertisement rate 
and selling price increases are 
forecast for newspapers and 
magazines. Women’s weekly 
magazines are expected to be 
the next group to pass on rising 
production costs to the reader 
as well as the advertiser. 


@A_ new spate of publishing 
“deaths” 1s likely to follow 
wage demands in the print 
industry. Small local news- 
papers will suffer most. 


®@ Latest news of the activities of 
ex-Hoover chief Sir Charles 
Colston is that his new firm’s 
products will be “simple to 
operate, automatic, portable 
and priced within the reach of 
the average home.” Advertising 
campaigns are expected to 
break in the autumn. Agents 
will be named soon. 


@A sharp drop in purchase tax 
is confidently anticipated by ‘ 
retailers to be a feature of the 
spring budget, Two steps are 
planned meanwhile to avoid 
losses due to excessive stocks: 
vigorous advertising and “sale 
or return” schemes. 


®@ Next world market challenge 
to British luxury cars will come 
from General Motors “dream” 
cars with new selling features 
such as closed-circuit television 
in place of a rear mirror, and 
retractable headlights. 


@One of the biggest London 
periodical publishing houses 
has plans for the spring launch- 
ing of two new journals, one 
for women and the other an 
adventure comic for children. 
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Kel ISLEY GROUPS SALES 


_UPAGAI 


Big increases for — Papers 


MANCHESTER 


s EVENING CHRONICLE 

| 289,152 

on increase of +15,14.4 
NEWCASTLE: 

gs EVENING CHRONICLE 

279,003 


an increase of 7,268 : 


THE STAR 


230,33! 
an increase of +7,612 


CARDIFF! 


SOUTH WALES ECHO 


169,056 
an increase of +3,829 


MIDDLESBROUGH 


EVENING GAZETTE 


116,617 | 
an increase f + 3,624 


1 
BLACKBURN i 


NORTHERN DAILY 
TELEGRAPH 


i 216 
n inc rease of +3, 406 


EVENING EXPRESS 
| 84.909 ; 
an increase of +4073 ; 


! 
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KEMSLEY GROUP’S ABC Net Sales, July-December, 1955 
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COPIES PER ISSUE 


Compared with !,205,462 for 
July-December, 1954 
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KEMSLEY GROUP’S ABC Net Sales, July-December, 1955 
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COPIES PER ISSUE 


Compared with 600,266 for 
July-December, 1954 
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KEMSLEY GROUP’S ABC Net Sales, July—December, 1955 
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net sale for December—th 


STEPPING STONES) 
October, 3, 1954 . . lat 2 SS oe cs. 
July—December, 1954 .. 
January—June, 1955... ‘ee 
July 3—Nov. 6. 1955 (19 weeks) . 
November 13, 1955 . 

December, 1455 (4 weeks) 
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Chronicle 


S SELLING 


first full month as a conibined paper 


= 10 BIGGER SALES 
EMPIRE NEWS PRODUCTION EXTENDED TO CARDIFF 
1,994,311 COPIES PER ISSUE 

= 2,049,880 ” ” ” 

2,070,377 WG OL 

i MERGER—EMPIRE NEWS/SUNDAY CHRONICLE 

@ 2,532,540 COPIES PER IssuE 
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136,137 


[WALES 
5 = WESTERN MAIL 
84,252 


~ KEMSLEY MORNING PAPER SALES ALL UP. 
. NEWCASTLE JOURNAL | 


an increase f +4,.300 an increase of +4186 


an increase of +3,685 


Sales figures for other publications in the Kemsley Group 


SHEFFIELD TELEGRAPH § 
107,666 ff 


ABERDEEN! 
PRESS & JOURNAL 


72,331 ; 
an increase of +3,407 ; 


underline the record of all-round progress 


_ (Newcastle 


SUNDAY SUN 


™ SPORTING CHRONICLE | STOCKPORT EXPRESS CARDIFF 
| l0li69 38,036 & SOUTH WALES 
TIMES 
Sporting Chronicle MACCLESFIELD TIMES 21,182 
HANDICAP BOOK & COURIER 
196,596 17,546 
Sporting Chronicle MANCHESTER WEEKLY sc = gt 
RACING-UP-TO-DATE NEWSPAPERS 17.497 
4,872 ; 


_ MIDDLESBROUGH + BLACKBURN « ABERDEEN - ‘STOCKPORT * — 


an ‘increase ¢ of 


2950 


31,874 


‘ oJ ee 


ee a 


. a - 2 i Ree 
ee 
i 
< 
we 
ea f 
xe 
s 
s 
i 
ee, 
ve 
yt F 
ats 
ae : 
ad 
é 
fm 
x 
Ay: 
¥ 
3 
< 
z 4 . 
fs < 
ey Troup 
: NR ORT A IIE 5 ALONE AOL LE ARO EEO ABO a ot 1 eon RR A A TELLS NOEL NA A EE = 
fe 
ee 
3 . 
’ re , } : 
ed: ce i 
~ p-7 ’ 3 RE Oa of ' Se SE es ae 1 pa ES ae 
a 
i 
ane 
ig 
re Ss 
" —* 
by ESFIELD 
ae oo! rent: 7 ” — De ~ WARS 6 Rs eee ee 
a + ae a a i a STs eee - ae em B a oe. Us i 
eae 4 S ‘ — ES eo 5 x ’ J 65 * 


JANUARY 20, 1956 


Legal Queries Answered 
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How the Merchandise Marks Acts 
might affect commercial TV 


OW that advertising by 
television has been with 


us for some months, it is: 


opportune to examine it in the 
terms of the Merchandise 
Marks Acts. Before we had 
seen the Independent Television 
Authority in action, there was 
a considerable body of opinion, 
both in legal and in advertising 
circles, inclined to take the view 
that the Merchandise Marks 
Acts could not affect television 
advertising. 

In the Acts themselves it is set 
down as an essential that the false 
or misleading trade description 
must be applied to the goods 
before an offence could be com- 
mitted but that if the goods are 
delivered in pursuance to a re- 
quest made by a trade description 
in an advertisement, then the 
goods will be “deemed” 
goods with which the 
description has been used. 

Therefore it is essential that 
the false trade description 
should be applied to the goods, 
or some act should occur which 
would enable the courts to take 
the view that the description 
had been applied — or is 


to be 
trade 


“deemed” to have been 
applied. 

Word of mouth 
One textbook writer, dealing 


with the 1953 Act, went so far as 
to say, “Jt may be taken as settled 
law that a description wholly by 
word of mouth does not fall 
within the definition, though this 
actual poift has not been decided 
in any reported case.” He quoted 
a dictum of one of the judges who 
stated that the 1887 Act did not 
apply to a trade description which 
is merely verbal. 

The two words “wholly” and 
“merely” (which I have stressed 
in the above quotations) are to 
be carefully noted. 

A description which is wholly 
by word of mouth can occur in 
a shop where the counter hand 


says : “This is an all-wool gar- 
ment, madam.” It can be 
argued that this*is a description 
which is “wholly by word of 
mouth” or, alternatively, 
“merely verbal,’ and, on the 


strength of the above dictum, 
outside the Merchandise Marks 
Acts. 

The implication is that if 
any other factor, other than 
the oral factor, is introduced 

into a trade description, then 


By OUR LEGAL CORRESPONDENT 


the description as a whole may 
be brought into the Acts. 


Much of the speculation on 
this subject, naturally enough, 
took place before commercial 
television appeared, and both 
legal and advertising opinion 
seems to have settled down to 
the view that what is seen on the 
television screen cannot be the 
subject of a prosecution under 
the Merchandise Marks law. It 
may be that this opinion is fully 
justified, and as one who must 
confess to be an addict to the 
ITA programmes, it must be said 
that the advertisements appear to 
reach a very high standard from 
the point of view of straightfor- 
ward and honest descriptions. 


Need for caution 


Nevertheless, the situation is 
not without its perils, and copy- 
writers, one is sure, will continue 
to exercise the same care with 
television advertisements .as with 
other types of advertisements. 


Trade description, within the 
definition of the Merchandise 
Marks Acts, means any descrip- 
tion, statement, or other indica- 
tion (note the words or other 
indication) direct, or indirect, as 
to the number, quantity, or 
ie of goods, the standard of 

ity of goods, according to a 
Sead cation commonly used or 
recognised in the trade, the fitness 
for purpose, strength, perform- 
ance or behaviour of goods, the 
place or country in which they 
were made or produced, the mode 
of manufacturing or producing, 
the material of which the goods 
are composed. If the description 
is false or misleading with respect 
to one of these matters, then it 
may be caught by the Act. 


whereas, in point of fact, it is 
machine knitted. Such a des- 
cription would seem to create 
an offence, as it is a false or 
misleading description as to the 
mode of manufacture. 


It could be argued that the des- 
cription is a verbal one, and 
therefore does not conflict with 
the Act, but the description as a 
whole, that is, what is heard on 
the screen, as well as what is 
seen, has to be considered. 


In a defamation case before the 
courts some years ago, an attempt 
was made to separate the words 
heard on a film and the picture 
seen with the eye, but Lord 
Justice Slessor would not accept 
the argument and said: 

“I regard the speech which is 
synchronised with the photo- 
graphic reproduction and forms 
part of one complex, common 
exhibition as an ancillary circum- 
stance, part of the surroundings 
explaining that which is to be 
seen.” 

An advertisement on television 
would obviously be practically 
incomprehensible if displayed 
without sound, and therefore one 
is driven to exactly the same con- 
clusion that Lord Slessor was— 
the sound is a part of a complex 
common exhibition. 

From this, it would follow that 


Neither the — 
‘any liability for the 


a false or misleading trade des- 
cription on television, even if 
dependent to some extent on what 
is heard, is not one which is 
merely verbal and that, therefore, 
it could lead to a prosecution 
under the Merchandise Marks 
Ss, 
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MORE young people than at 
any time since the war 
are taking advertising classes at 
the Scottish College of Com- 
merce (until recently the 
Glasgow and West of Scotland 
Commercial College). 

This is partly the result of the 
activities of the Publicity Club 
and its junior section, partly of 
the establishment of a int 
intermediate examination by the 
AA and the IPA. Young men in 
advertising agencies were not so 
keen on a purely AA syllabus 
but naturally want to qualify to 
put after their names the initials 
of their own Institute. 

Five classes are now being held 
with an average attendance of 15 
in four of them and 10 in the 
other. 


While it is gratifying to know 
that an increasing number of 
youngsters are willing to sacrifice 
their leisure to equipping them- 
selves better for their work, there 
remy should be more of them 
still. 


Close working arrangement 


And what about ‘commercial 
art training? The director of the 
Glasgow School of Art has been 
telling me that he would like to 
work more closely with advertis- 
ing men on that. Some years ago 
he addressed the Publicity Club, 
and there was an exhibition of 
advertising art. But discussions 
on continued co-operation lapsed 


NEWSLETTER FROM | 
SCOTLAND | 
| 


by Rushworth Fogg 


Enthusiasm growing for 
advertising classes 


Remarkable success is attending Publicity Club educational efforts 


in Scotland. At the same 


time, there is still scope for develop- 


ment—especially in the field of commercial art. 


annual change of presidents. 

Here’s a matter that might 
advantageously be taken up 
again. 


Off the board} 


In THE Glasgow evening papers 
and elsewhere too, of course, 
appear advertisements of the 
Jamaica Rum Golden Keg £1,500 
darts contest: “Ask at your local 
to-night !” they urge. 

Glasgow drinkers know it 
would be quite useless to ask at 
their locals. Darts in pubs are 
forbidden under the city’s bye- 
laws. Apparently the authorities 
think Glaswegians, a ferocious 
race, might throw them at one 
another instead of the board. 

For that reason the darts con- 
test part of the rum advertise- 


——as a result, he thought, of the 


Every month 800,000 women 
shop through Stitchcraft 


ment is waste for most of the 
Glasgow papers’ circulation. 
Maybe those responsible knew 
this and still thought it worth 
while for the sake of readers in 
the surrounding counties. But it 
appears to me as one of those 
cases where a bit of local advice 
would have been useful—another 
example of the need to remember 
that the approach which is right 
in England is not necessarily so 
North of the Border. 


{ Native returns 


THE CANADIAN-born head of 
Glasgow’s youngest agency (Bar- 
bour Maclaren Advertising, Ltd.), 
Angus Maclaren, returned 
recently from a visit to his native 
country and will be paying 
another one shortly. 
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He tells me that the Hawick 
twin-set le are doing a 
wonderful selling job in Canada 
and he wishes he could say the 
same for Scottish industry 
generally. 

He believes that the market 
for Scottish goods in Canada 
deserves a lot more study than it 
is getting. “It is not like the 
United States,” he points out. 
“When we sell bikes there the 
US puts a tariff on them. 
Canada, on the other hand, wel- 
comes our products—and par 
ticularly those of Scotland.” 

He will be telling the Publicity 
Club of Glasgow a lot more on 
this subject at one of its February 
luncheon meetings. 


* 

Hardware guide 

The lronmonger Diary & Hardware 
Buyers Guide 1956, published by the 
Tronmonger (reserved to subscribers). 

Tue 1956 edition of this mas- 
sive directory of wholesalers, 
makers, and products in the iron- 
mongery field is bigger and better 
than ever. It gives the prompt 
answer which saves time, corres- 
pondence, and telephone calls. 

Two important changes are 
seen in this new edition. The 
whole book is now in the same 
big page size as the /ronmonger, 
and the directory section has 
been brought right to the front. 
Both these developments mean 
still greater ease of reference. 

The book is indeed a wonder- 
ful service to the trade. 


If you’ve something to sell for a woman or her 

home you couldn’t do better than advertise it in Stitchcraft. 
For it’s here, in Stitchcraft each month, that she looks 

for the new things she wants to knit, to crochet, to embroider, 
to buy. Stitchcraft, with net sales of 251,747 copies 

a month, is so sought after that it can boast a readership of no 
less than 800,000. It’s a beautifully produced magazine 
costing only £204 a page—less than 16/- per thousand sales! 


ABC Net Sales January-June 1955 251,747 copies a month 
Type area 8}” x 6”. £204 page. Advertisement Manager,8. H. BOWDEN 


Stitcheraft, Great West Road, Brentford, Middlesex. Tel: EALing 6283 


Past: 


STITCHCRAFT 
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Commercial Spotlight 


With prices rising and money shortages increasing 


JANUARY 20, 1956 


it is a major selling point to stress the product’s ‘saving’ power 


Quote price comparisons — they 


always impress and enliven 


HERE have been few new 

commercials worthy of 
note over the last couple of 
weeks and, depressing thought, 
there have not been many 
commercials. 

However, we see that Chico 
have come up with a fresh offer- 
ing. They seem to have 
abandoned their little Mexican 
mascot, which is _ surprising 
because it had already comfort- 
ably established itself with its 
accompanying jingle. Instead, 
we zoom back from a full-screen 
size cup of the beverage to a 
small place on the screen, and 
then go through a montage with 
the heads of four girls quartering 
the screen against a black back- 
ground and a lot of dialogue. 

The first three heads pop up 
in sequence, praising the product, 
and the fourth completes the 
pattern with the uestion “What's 
it all about?” Then follows the 
product’s name and _ another 
close up of the cup steaming 
effectively. That is not a bad 
approach—but not so memorable 
or so appealing as the previous 
effort. 

The Black and Decker people 
have also used a couple of tricks 
in their new commercial. 


Clever film cutting 


After a smooth start, where the 
picture shows us a_ cabinet 
(ostensibly constructed by the 
presenter) they do some clever 
jump cutting to pop various of 
the firm’s tools in his hand as he 
sells them. After giving the 
prices they slip in a good closing 
sentence: “Have a chat with your 
dealer. Remember the name... 
Black and Decker.” Altogether 
a pretty competent job, although 
rather dull. 

One wonders in these days 
of high prices and general 
money shortage, why Black 
and Decker do not cite price 
com What it would 
cost to buy that cabinet new, 
for instance, as against the 
outlay when the handy-man 
gets going and makes it him- 
self. Being an inveterate “Do- 
it-yourselfer,” I cannot help 
but also notice that a lot of 
men tend to think that you 
have to be born with a wooden 
thumb or have had a course at 


says TELETASTER 


the local before 
even on a bookshelf 
project. A little discreet 


scripting could help break this 
phobia, and liven up the com- 
mercials a bit into the bargain. 


Grating voices 


When the General Electric Co. 
faded in on a slowly revolving 
galaxy of wire and balls (meant 
to represent, one imagines, the 
molecular arrangement of some 
element), you would have thought 
that you were in for a nice 
restrained scientific plug. 

But nothing doing! 

A young couple appeared (and, 
truly, I think they must have 
been chosen as having the most 
grating voices in the industry) 
and proceeded to shout their way 
enthusiastically through a com- 
mercial for the company’s electric 
kettle. The young man unpacked 
the new appliance on the spot, 
leaving the mess of cardboard, 
paper and string effectively to 
block the view as he and his wife 
retreated to the back of the 


kitchen set to fill the thing. All 
in all, by the time the little opus 
was over, the kettle was not the 
only thing that was steamed up 
in our living room. 

* * * 


THIS BRINGS us nicely to the 
tea stage—and Lyons tea in 
particular. 

Although applauding _ their 
choice of a t for a presenter 
(with all the reliable mental asso- 
ciations this must stir in the 
viewer's mind), it’s a real pity that 
they do not change the commer- 
cial round a bit, for it is one of 
a type that can get very boring if 
it is heard exactly the same more 
than twice. 

Also, one would question the 
wisdom of using speeded-up se- 
quences. Quick brew tea is a 
grand idea for television time, but 
the whole job of making the tea 
could have been shown at normal 
speed if careful stage management 
and good cutting had been 
employed. 

The mere fact that you show 


Cleaning power 


of the product 


re ee 
ee 


The Ponds cosmetic organisation have produced a very timely 

commercial which demonstrates how their cold cream effectively 

removes dirt acquired in a smoggy atmosphere. This shot shows the 
amount of dirt that comes away from a face. 


However, perhaps it did amuse 
the public even if it destroyed 
the selling gimmick. As a final 
word on this commercial, it might 
be very effective to use live in- 
stead of on film. The copy could 
then be changed round each week 
and the believability of the live 
approach would do nothing but 
good for this type of product. 


Effective cartoon 


Cartoon treatment, has been 
ut to work very effectively by 

isdom toothbrushes. Here a 
character professor, complete 
with mortar-board and voice to 
match, demonstrates how the 
short brush get at all your teeth 
where the longer brush jams up. 
He is helped by an owl who takes 
care of the comedy and it all adds 
up to a very attractive blend of 
informative selling mixed with 
entertainment, which should put 
the slogan “Be Wise, buy Wis- 
dom” well to the fore of the 
viewers’ mind when next they 
buy a toothbrush. 

One hopes that this company 
is following up closely with 
point-of-sale display cards. 

* . 7 

Most oF us have by now 
resigned ourselves to the fact 
that this is 1956. The flock of 
time-worn cliches and prophecies 
concerning the bright new pros- 
pect of the coming year have 
been put back into the cupboard 
once again. But so far, no one 
seems to have made any calcu- 
lated prophecies concerning the 
type of commercial we may be 
seeing when all the old formats 
have been rejected—and even the 
advertiser himself can no longer 
bear to see the same thing appear 
on his home screen. 

The majority of advertising 
agencies in this country were 
very wise. They began by taking 
a look at current American for- 
mats and selecting and rejecting 
from the accumulation of an 
eight-year experience. They then 
started to devise that particular 
concoction which they thought 


@ Continued on page 26 
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A technique that may greatly 
change the TV commercial 


would go down with their own 
public. The result has been that, 
im most cases, we have been 
spared the terrible atrocities that 
were perpetrated on the American 
public during the first years of the 
television boom. At the same 
time, two years have passed since 
we designed the British commer- 
cial and during that period very 
exciting things have been happen- 
ing in the development of the 
United States brand—at least to 
judge by some of the reels which 
were brought back from America 
recently by a certain US agency 
man stationed in this country. 

Big advertisers impressed 

His flying visit home brought 
him in contact with one of the 
most advanced groups now 
operating over there. The com- 
pany goes by the name of 
“Storeyboards Incorporated.” An 
offshoot of the famous UPA, 
creators of “Gerald McBoing- 
Boing,” they are now courted by 
most of the big national 
advertisers. 

The way the story goes, 
they consist of just 40 people, 
refusing to grow any bigger, or 
take on the mass production of 
commercials. That is a pretty 


wise thought when you con- 


sider that a large company has 
to keep churning out com- 
mercials (and to heck with the 
personal touch) otherwise they 
cannot meet their overheads. 


High level entertainment 


Looking at some of their work, 
one cannot help feeling that this 
is almost the ultimate in sales 
entertainment. It keeps you glued 
to your screen—and yet packs a 
selling punch that hits so hard 
that after only one sitting this 
cynical old brain finds itself still 
remembering unfamiliar brand 
names and slogans. 

To try and analyse, or even set 
forth their techniques, would be 
impossible except in book form. 
However, the most outstanding 
development seems to be along 
one certain line and takes the 
form of a cartoon-jingle. With a 
difference! 

They have explored with great 
effect that art of marrying mass, 
motion and sound that was so 
popular in “Fantasia.” Of course, 
there is nothing new in doing 
just that for it has been dabbled 
with in films since the first camera 
rolled 

But to utilise its hypnotic effect 
in selling is almost breathtaking. 

The jingles: in the commercials 


A scene from the 
commercial _ pro- 
duced to promote 
the products of 
Ponds. The woman 
is here shown 
(reflected in a 
mirror) cleansing 
her face with the 
firm's cold cream. 


already seen from this source 
have been modern, exhilarating 
and so catchy that they could 
have stood up for themselves on 
a blank screen. The visuals were 
sometimes bottles, brand names, 
cartoon figures or just “shapes,” 
and it was the final synchronisa- 
tion of movement to sound that 
cast the ultimate spell. 


If all that sounds obtuse, re- 
member that almost every musical 
sound has a movement closely 
linked in the human brain. In its 
simplest form, the tick-tock of a 
clock, or the equivalent notes in 
music, are linked with a side to 
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side movement on a screen. Also 
the noise of a chime or a church 
bell can, for instance, be matched 
by an object zooming into close- 
up from the back of the screen 
and then receding as the noise 
level decreases. 


Possible for future 


The dramatic effect of these 
principles have been used by film 
men for years and there is 
nothing “arty-crafty” about them. 

This, then, may be one of 
the developments which we can 
hope to see in some of our 

@ Continued on page 2 


HOT STUFF, this... 


actually molten metal, but what a dramatic picture it makes. Here 
the picture is only about 3 x 2? inches. Imagine the drama it gained 
by enlargement to 12 x 10 feet — at the Engineering and Marire 
Exhibition. Nothing is lost in an Autotype enlargement; it forces 
attention and the gain in sales appeal is real indeed. Generally 


speaking if you have a good picture 
sound rule to follow. 


‘the bigger the better’ is a 
Autotype make enlargements in all sizes, in any quantity, and as 
transparencies for rear illumination, in black-and-white or colour. 
They make them uncommonly well at consistent costs, and Auto- 
type service is a byword in the trade. 


Nearly everyone can use enlargements to advantage; for instance on 
exhibition stands and displays, as wall charts at sales conventions, 
for general publicity purposes or as photo murals in restaurants 
and reception rooms. Many people beautify their homes with them. 
Ask for revised price list or for a London representative to call. 


MOST of the really good 
enlargements are made by 


AUTOTYPE 


THE AUTOTYPE COMPANY LIMITED EALing 2691-2-3 


Courtesy The CARBORUNDUM Co, Ltd. BROWNLOW ROAD, WEST EALING, LONDON, W.1!3 
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Readers —or==Scanners ? 


Vi. will have noticed from the circulation figures published in the Trade Press that appreciable gains have been made by 


the more serious publications in contrast to some popular papers. To people who think for themselves, reading is still an 
essential part of life. 


It is to the serious Press you must turn to find the READERS of to-day. ~A survey made recently revealed that readers ol 
TIME & TIDE devote more time to reading than the readers of practically any other journal or newspaper. In TIME & TIDE 


the Advertiser has a thriving medium which is read with exceptional care by professional men and women, business executives 


and the more thoughtful and influential people. 


TIME & TIDE"s readership per copy, on average, is above six. It is read in the home at weekends, studied in schools, quoted 
in addresses, read and discussed in clubs, and so offers the Advertiser an extensive audience whose opinions and decisions affect 
the actions of countless others. 


Nearly 100%, of FIME & TIDE’s readers fall within the Hulton A (£1,300 and upwards) and B (£800-£1,300) income groups. 
Although the circulation of TIME & TIDE has risen considerably over the past twelve months the advertisement 


rates remain unchanged—but it would be as well to book space without delay! 


| DISPLAY 
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2 special forward positions and 
back cover 


2 pages in special editorial 
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Solus column or } double col- 
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Series Discounts: 5% for 6, 10% for 
13, 15% for 26 . 
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CLASSIFIED The ideal weekend review 


Yume > xz 


6d. a word—(Box Numbers 15. extra) covering news, current affairs, 
semi-display £2 per col. in. sa! gis : 
need 2s politics, finance, books and 


ali ainsi acti daitt tile 4 literature, theatre, films and 
Special tariff on application the arts. 


TIME & TIDE 


32 Bloomsbury Street, London, W.C.; 


eR, Se pie Cie 


Telephone : MUSeum 38¢¢ (¢ lines) 


a Ag ‘ 


lelegraphic Address : Tydantym Westcen 


General Advertisement Manager 
CHESTER RYALI 
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ADVERTISER'S WEEKLY 


ILLUSTRATED 
LONDON 
NEWS 


Britaimt most highly-regarded 
home and nport 
Vrade builder 


GRAHAME E. BISHOP, Advertisement Manager, 
Ingram House - 195/198 Strand - London - W.C.2 
Temple Bar 5444 


JANUARY 20, 1956 


Commercials should add 
to the gaiety of life 


Tommy Cooper is 
here seen hard at 
work to make 
things go right in 
the television 
commercial for 
Gibbs toilet 
preparations. 


future commercials. A _ few 
products are already tentatively 
exploring the possibilities. The 
Martini commercial, with its 
moving bottles and brand 
names has taken quite a step, 
although the cut to the static 
tray of drinks (static by com- 
parison with the previous 
scenes only) somewhat broke 
the spell. The Silvikrin seven- 
second spot, incorporating the 
moving bottles with the final 
zoom-in of one bottle match- 
ing the sound of the selling 
slogan also shows a start. 

It would be wise for both 
advertisers and agencies to experi- 
ment a little and take the chances 
associated with development of 
this nature. We should try to get 
away from the standard formats 
now being used before the British 
public gets weary of them. 

I have a nasty feeling that they 
will put up with the dull stuff 
which we have been giving them 
since the new medium started 
much less than did their American 
counterparts. 


Advice about toffee 


A few words to Sharp's the 
word for toffee: 

“Your jingle is catchy and 
could last forever. Why must 
we have such long com- 

? The dramatic situa- 


mercials | 
tions are so obviously phoney. 
Not objectionable as some we 
could mention . . . but just 
boring. Expand a little on 
what makes your toffees_so 
good. Then close with the 
little mascot and the jingle. 
Put your money into a satura- 
tion campaign with short com- 
mercials, and reap the benefit 
others have found in this type 
of confectionery commercial.” 
2 . 7 
THe ALKA-SELTZER folk should 
have a commercial of a high 
standard. After all, they have 
been using the same jingle with 
Kurt Massey and Martha Tilton 
for so long in the United States 
that they should have found out 


by now that it sells. Yet one 
cannot help wishing they would 
brighten up the visuals a little. 
The character jumping arourd 
the rows of packages is pretty 
dead compared with some of 
their offerings across the Atlantic 
a few years ago. 

Any time our jingle composers 
feel down in the dumps, let them 
start working out how much 
money the writers of the Alka- 
Seltzer jingle have made with 
hundreds of repeats. That is, of 
course, if they were covered by 
new agreements like the current 
Equity conditions in this country. 


Across the Atlantic 


Commercials in the United 
States seem to fall into two 
remarkable categories. Very bad, 
or very good. Either one turned 
from the screen and thought of 
an urgent appointment, or one 
stayed glued to it with a fascina- 
tion, of varying intensity. Either 
way, the commercials were 
stimulating. They provided pace 
and a sense of the unexpected to 
an evening’s viewing. Very often 
they also provided a_ triggering 
which led to the buying of the 
product advertised. 

Hardly ever were they down- 
right boring. 

This is the primary defect 
of the British commercial. 

In bending over backwards in 
an effort not accidentally to 
offend the public, the adver- 
tiser, on the whole, has pro- 
duced commercials which are 
just like so many mouthfuls of 
cotton-wool. 

That is, incidentally, one of 
the difficulties of writing this 
feature. 

Any showman will tell you 
that the man in the street will fall 
for the darnedest things. Look 
around, and you will find that it 
is the bright and breezy musical 
that attracts the money. 

Keep in mind commercials 
which help to combat the dreari- 
ness of our fog-laden atmosphere. 
and the people will buy your 
products. 
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MR. DALE CARNEGIE wrvte a book on the subject. It sold over 5,000,000 
copies. People definitely want to be liked—and they like being influential. 

This proves, of course, that advertising is a very human activity. For an advertiser 
has to win friends and influence people —or go out of business. But how best is he to do it? 

Find a body of several million readers. Confirm that these readers are well above 
the national average in income and in education. Make sure they are the kind of people 
who, in their turn, will influence others. And, above all, make sure that they are the 
kind of people who will really read what you have to say to them—not just glance at it, 
and forget it. Take, in other words, The Reader’s Digest, a magazine written to be read, 
bought to be read, passed on to others to be read. Here are millions of people with whom 
it is well worth your while to make friends. The sure way to reach and influence them is 


through their favourite magazine— The Reader’s Digest. 


NO WONDER THEY CALL IT 


The Reader's Digest 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 


second colour ‘ant at £25 PF 
CERTAINLY! . 
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Wil 


steadily rises 


SALES OF HOUSEWIFE 
HAVE RISEN CONSISTENTLY 
IN THE PAST TWO YEARS 


Here are the figures: 
175.707 


JANUARY-JUNE 1954 


180.588 


JULY - DECEMBER 1954 


207.129 


JANUARY-JUNE 1955 


215.497 


JULY—DECEMBER 1955 


*Subject to confirmation by the Audit Bureau of Circulation 


ALL FIGURES CERTIFIED BY THE A.B.C, 


Housewife combines 


A RISING A.B.C. NET SALES FIGURE 
WITH AN ABC CLASS READERSHIP 


Reginald Levi, Advertisement Manager, 
43/44 Shoe Lane, London, E.C4 
Telephone; Fleet Street 5011 
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ADVERTISER'S WEEKLY 


Advertising Case History— 


More and more the mothers of to-day look for 
reliable trade names when they buy 
clothes for the children 


How to boost the brand name in 
children’s wear advertising 


A \HE practice in the textile 
trade of advertising 
children’s clothes and put- 
ting over a brand name to the 
public is nothing like as 
extensive as it is for women’s 
clothes. But the trend is 
significantly growing. 

Mothers who are very brand 
conscious about their own clothes 
are becoming equally so when 
they go out to shop for their 
children. A firm which has led 
the way in this development, and 
which is one of the outstanding 
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One of the advertisements for 

Minimode children's garments 

in the “Radio Times.” Coupons 
are always used. 


names in the business, is that of 
Minimode (Children’s Wear) 
Ltd., who have found that a con- 
sistent advertising policy over 
only a few years has paid 
dividends. 

Approximately six years ago 
the directors of this firm, who 
had previously dealt only with 
the wholesale trade, decided to 
go direct to the retail sector. 
They began to advertise in a 
small way—at first chiefly in the 
Radio Times, the News of the 
World and a range of magazines. 
They instituted the practice, con- 
tinued to-day, of including a 
coupon on every advertisement, 
inviting readers to send for a free 
catalogue, and the names of 
local stockists. 


Valuable mailing list 


This coupon has been the 
basis of the enormous mailing 
list which Minimode have 
built up in those six years. 
To-day, it runs into tens of 
thousands of names, and it is 
calculated that 2 quarter of a 
million people see the cata- 
logues. Readers who send for 
them are filed, and receive 
copies twice a year. 
Advertising at present falls 

into two categories: consumer 
and trade. The latter has 
become increasingly important, 
because it is felt that informative 
advertisements to buyers and re- 
tailers are essential as  sales- 
builders. Insertions are regularly 
booked in the Radio Times and 
in the big circulation Sunday 
newspapers. The “glossies” and 
all reputable trade journals are 
also taken care of. 

To be completely successful, 
however, any campaign of this 
kind has to be tied up with inten- 
sive selling to the retailer as well 
as to the general public. Mini- 
mode have made a great feature 
of this, tying-in their sales pro- 
motions with national advertising. 

Retailers are encouraged to 
promote the name “Minimode” 
to their customers and receive the 
maximum help from the firm. 
Twice yearly, an illustrated sheet 
of the new range is sent to all 
stockists. Free blocks of any of 
the garments illustrated on that 
sheet are available, with copy 
and a “Minimode” block, so that 
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A Minimode ad- 
vertisement for the |} 
“Drapers’ Record.” 
The company en- 
courages__ retailers 
to promote the 
brand name to the 
utmost and a lot of 
help is given in the 
way of blocks, 
copy, and display 
material. A 
are C. J. Lytle 
(Advertising) Ltd. 


the retailer need only supply his 
own name. All the garments 
chosen are proven good sellers— 
the types that will probably be 
used for national advertising. 
In this way the local seller is 
enabled to tie up with nation- 
wide publicity. 


Material for displays 


The company also. supply 
showcards to their stockists. 
Each card has slots so that photo- 
graphs (also supplied free) can be 
slipped in for counter or window 
displays. 

fo aid the retailer, whose re- 
sources for display are often 
limited, the firm maintains two 
special displays: one styled “The 
House of Minimode” with three 
little dolls walking up steps to a 
house, the other electrically 
worked, with three dolls sitting 
on swings. 

There are 50 of each model, 
which are loaned free to stockists 
all over the country for two 
weeks at a time. Retailers can 


thus plan their displays well in 
advance to coincide with adver- 
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tisements and pull in extra sales. 

In addition to lending these 
attractive models, Minimode or- 
ganise an annual competition 
throughout the trade for the best 
window display of the company’s 
products. The use of the loaned 
displays is forbidden, and the 
prizes are £50 plus a cup, £20, 
and £10. 

Advertisements which appear 
in trade journals often include 
reproductions of national press 
insertions. with details of the 
dates on which they will appear, 
so that buyers can plan ahead 
and put down orders. The gar- 
ments illustrated are usually cata- 
logue numbers, already  well- 
known to the trade, or proven 
winners, or else they are chosen 
to plug a particular line—for 
example, an age group for which 
the company is not particularly 
well known. 

There is plenty of choice, since 
this firm makes for the smallest 
boys and girls, right through te 
teenage girls’ outerwear, where 
the emphasis is on up-to-the- 
minute styling. 
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W HAT ARE HER INTERESTS and preoccupations? 
Shopping, fashions, children, cookery, gardening, 
furnishing™* . . . The list is endless, for as a 
housewife and mother she must be a Jill-of- 
all-trades, and a mistress of most of them! 
That is why she reads GOOD HOUSEKEEPING. 
Its fullness, its completeness, is an accurate 
reflection of all the many aspects 
of her way of life. 


* Furnishing 


_ During. 1955, Good Housekeeping carried 
over 120 editorial pages devoted to this 
subject, which was also featured in three of 
the popular series of Masterway 16-page 
supplements. 


00 HHoweleeing 


costs only £390 per page 


OLIVE A. BIRD, Advertisement Manager, Good Housekeeping, 33 Ashley Place, London, s.w.1. Tel: victoria 6699 
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NOT QUITE LIKE THIS... 


We realise there’s more than one way of 
getting business. But our reputation as the finest 
photo-lithographers in London has been built on — 


attention to our clients’ needs rather than concern 


for their thirsts. 


OR information of the 

highest accuracy concern- 
ing the economic conditions 
and prospects of countries in 
the free area of Europe it is 
now customary to turn to the 
reports issuing from _ the 
Organisaton for European 
Economic Co-operation. 

And what does the latest one 
say of Switzerland? In brief it 
adds up to a strong recommenda- 
tion for British exporters to work 
hard on that profitable market. 

The report describes the Swiss 
economy as characterised by full 
employment, expanding produc- 
tion and the maintenance of in- 
ternal financial stability. The 
| building, chemical and textile 
| industries showed the greatest in- 

crease in activity and the drop 

in watch exports, which resulted 
from a raising of the tariff in the 

United States, was counteracted 
| by the opening up of new 

markets. In fact, for the first 

half of last year, the industry 
| showed a remarkable upswing. 


Result of survey 


Those wishing to follow the 
trading logic of the report from 
the OEEC and enter or extend 
their existing contacts in the 
Swiss market, will find much to 
interest them in the latest survey, 
published by the Association of 
Swiss Importers and Wholesalers, 

| on the subject of wholesale im- 
port trade. The report has been 
based on replies to a question- 
naire submitted to 81 member 
firms. 

The import prospects in whole- 
sale trade are considered as 
“good” to “very good” (with the 

| exception of iron and steel! for 
which prices are high and delivery 
delays long), But delivery delays 
in general are tending to get 

| longer. 


Return to normal 


We are sure people come to Charles & Read | As many as 27 per cent 


because they like our printing and perhaps even 


because they like us. 


CHARLES & READ Ltd 


PHOTO - LITHO OFFSET 

27, Chancery Lane, 
London, W.C.2 iy \ 

Telephone: Holborn 2882 


FOLDING BOX CARTONS 


Specialist factory at 
Harlow, Essex. 


| of the firms questioned have 
stated that they are longer than a 
year ago and only five per cent 
say they are shorter. Stocks have 
become more normal; two-thirds 
of the firms questioned consider 
| their stocks sufficient and one- 
sixth consider them too high. 
The general situation of the 
Swiss wholesale and import 
trade is characterised by buy- 
ing prices varying from 
“stable” to “rising,” by a 
“good” to “very good” supply 
position, by “stable” to 
“slightly rising” sales prices, 
| and by an increasing volume of 
| sales. 
| ‘The fact that wholesalers’ buy- 
| ing prices are rising faster than 
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Market developing for 
British products 


According to a survey recently published in Switzerland, the 
wholesale import prospects are rated promising. For British 
exporters the auto-cycle market is particularly advantageous. 


SWITZERLAND 


their selling prices has had a 
depressing effect on profit 
margins and this has been com- 
pensated only “in part by in- 
creased turnover. Only two per 
cent of the firms questioned con- 
sider the margin between buying 
and sales prices to be still good; 
55 per cent consider it normal. 
One-third of the firms have re- 
ported that compared with the 
autumn of 1954 gross commercial 
margins have fallen. Some 51 
per cent expect to show a net 
profit more or less the same in 
1955 as in 1954, but 31 per cent 
are already expecting (although 
in a period of boom) to show a 
net profit smaller than in 1954. 


Opportunity for 
autobike makers 


ACCORDING TO a report from 
the Board of Trade, exceptional 
opportunities appear to present 
themselves to the manufacturer 
of auto-cycles—which, in Switzer- 
land, are enjoying increasing 
popularity and seem to have re- 
placed the scooter in popular 
favour. 

“The market is at present 
largely supplied by Germany,” 
states the report, “but there is 
no reason why British manu- 
facturers should not capture 
some of this trade. To sell well 
in Switzerland, auto-cycles 
should be light, have a two- 
speed or three-speed, preferably 
noiseless engine and be painted 
in attractive colours.” 

The market for pedal cycles is 
at present largely supplied by 
Swiss manufacturers, the large 
margins which retailers demand 
restricting sales of foreign 
machines by almost pricing them 
out of the market. “Jf United 
Kingdom manufacturers are pre- 
pared, however, to _ supply 
machines of light construction 
and equipped with the accessories 
which Swiss taste demands, they 
might quite well find that cus- 
tomers would pay a premium for 
a_ high-quality machine’ which 
met their ideal requirements,” 
concludes the relevant section of 
the report. 


@ Continued on page 38 
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7 


makes up 


your 


It takes more than strength of mind and power of decision 
to choose the right paper or board for a printing job. It takes 
years of experience to tell what materials will give the most telling effect. Today many 
firms safeguard themselves by consulting paper experts. 


Before they choose they simply : 


SPICERS LIMITED - 19 New Bridge Street - London EC4 - Telephone : Fleet Street 4211 
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Into everybody's homd 
Local Newspape 
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The professional man. 


7] 
=~ The prosperous businessman. 
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NORTHCLIFFE NEWSPAPI 


EVENING NEWSPAPERS : 


HULL DAILY MAIL + GRIMSBY EVENING TELEGRAPH «+ LINCOLNSHIRE ECHO + EVENI 


BRISTOL EVENING WORLD + SOUTH WALES EVENING POST, Swansea e THE CITIZEN, ¢ 
WEEKLY NEWSPAPERS : 


YORKSHIRE & LINCOLNSHIRE TIMES, Huli * GRIMSBY SATURDAY TELEGRAPH + STAFFORDSHIRE WEE 
R. H. PENNEY, Advertisement Director, Northcliffe Newspapers Group Limite. 


— The wage earner. 
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.. to be read & re-read 


- It is picked up, 
put down, picked up, 
put down, 
up, down, 
up, down, 


UD... 


(Yes, there is so much 
of interest to read) 


The housnuiii 
EE : and each time your 
advertisement is seen with 


renewed interest. 


Before the war, in common with cthers, our provincial 
evening newspapers had a large street sale. 


.... to-day, 

over 80% of the sales 
are delivered to the 
homes of our readers ! 


G SENTINEL, Stoke-on-Trent »« DERBY EVENING TELEGRAPH «+ LEICESTER EVENING MAIL 
oucester © GLOUCESTERSHIRE ECHO, Cheltenham 


LY SENTINEL + HERALD OF WALES, Swansea * GLOUCESTER JOURNAL + CHELTENHAM CHRONICLE 
163, Queen Victoria Street, London, E.C.4. Telephone: FLEet Street 6000 


_.. | 
Sige ¢ G28 ~ : 
ie / | ae . 
ee 
See fo... | 
g , LA ; 
e oe 
7 Ly . Wr. i 
: he - ~<“Ze) FF 
\ & | ae 
newspaper to create and increase sales! /“ tt, 
JY Pes | 
RS | R 3 - 
é WwW) Uy, ), | 
a 
" 
( 
3 Po 


ADVERTISER’S WEEKLY 


ADVERTISING 
MANAGERS 


Check your results 
with this better system 
of analysis 


from copy to costing. 


Speedy, Simple, 
Efficient 


Are you getting results from your advertising ? Can you 
tell instantly : 


(a) Which journal has the greatest “ pull’. 
(6) The cost of each insertion. 

(c) Which copy shows the most profit. 

(d) Which offer has produced most enquiries. 


The answer to all these queries and many others may be 
found between the covers of a stream-lined compact 
binder containing the full history of your advertising 
expenditure. 


This method has been specially designed for advertisers 
seeking direct replies and will prove invaluable to Mail 
Order Houses. 


The records—visibly edged for speedy reference—show 
name of product, key number, description of copy, cost, 
number of insertions, enquiries received and sales result- 
ing from enquiries. All the facts and figures needed to 
give you: 


(1) Cost per enquiry ; 
(2) Cost per sale ; 
(3) Final profit or loss on insertions ; 


and all other relevant details, 


Additionally, the binders house the vouchers in alpha- 
betical order of journal. If filed by key number any one 
of thousands may be referred to instantly. Thus your 
picture is complete from copy to costing. 


This method means speed, simplicity and ‘efficiency. It 
may be handled with ease by the most junior member of 
your staff—yet its value is unquestionable. 


If you are interested just jot “Advertising Records” on 
your letter-heading for full information by return. 


(Shaman System 


VISIBLY BETTER RECORDS 


The Shannon Ltd. 21, Shannon Corner, New Malden, Surrey 


—_ 
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Comprehensive guide to 
Commonwealth trade 


Now available is an official abstract of facts and figures relating 
to trade in the Commonwealth and the Sterling Area. 


Statistical Abstract for the C 


wealth and Sterling Area, published for 
the Board of Trade, by the Stationery 
Office, price 17s. 6d. 


pus publication brings to- 
gether in the one volume 
the basic trade statistics of 
Commonwealth countries up 


| to 1954. 


In addition to analysing im- 


| ports and exports from each 
, country, summary tables are 


given covering important aspects 
of trade and related subjects, such 
as production and consumption 


| of major sterling exports, taking 
| both the Commonwealth and 


Sterling Area as a unit. 

The trade figures show how the 
sterling area (including the 
United Kingdom) or the overseas 


| sterling countries have progressed 


in different markets such as the 


| dollar area, or in different com- 


modities—for example, exports 
of wool or rubber, exports of 
finished goods to sterling coun- 
tries from the main manufactur- 
ing countries. 


Comparative figures 


For individual countries full 
details of trading partners are 
given for the years 1951-54, 
and these are also grouped to 


| show the trade of each country 
| with other sterling countries, 
| OEEC countries, etc. 


On the 
commodity side it has this year 
been possible to use the same 
classification—the Standard Inter- 
national Trade Classification, as 
the basis for compiling the figures 
for 26 Commonwealth countries, 
or about half the total number, 
including some of the biggest 
traders—Australia, Canada, Hong 
Kong, Malaya. This makes it 
much simpler to compare the 
pattern of trade of these coun- 
tries. 

As most of the individual com- 
modity tables also give some in- 
formation about suppliers and 
markets for important groups, the 
tables for each country enable 
one to compare, for instance, the 
progress of the UK and her main 
competitors in these groups. 
Thus it shows that Indian imports 
of cars have doubled in value 
between 1953 and 1954; that the 
UK share in the market fell from 
51 per cent to 27 per cent, while 
the United States share rose from 


| 46 per cent to 61 per cent. 


Big publicity 
for U.S. 
Sweater Queen 


HIS is the reigning “Queen of 
Sweaterdom”—chosen by an 
overwhelmingly male audience 
in New York from some 300 
entrants. Sponsored each year 
by Wool Bureau Inc., and the 
National Knitted Outerwear 
Association, the winner—red- 
haired Penny Duncan—received 
a complete wool sweater wardrobe 
and a wool coat by Clyde, in 
addition to a $100 United States 
savings bond. She was also pre- 
sented with a _ necklace and 
matching ear-rings of pearls by 
Marvella. To care for her wool 
sweater wardrobe, she received a 
year's supply of “Woolite”’ a 
sweater-shampoo detergent manu- 
factured by Honey Harbour Ltd. 
The audience was composed of 
leading newspaper columnists, 
and representatives of newsreel 
companies, feature syndicates, 
newspapers, press associations, 
magazines, and radio and tele- 
vision stations and_ networks. 
More than 15,000 retail stores in 
the US ran promotions to tie in 


with the election. 


FOCUS ON SWITZERLAND —continued 


Television is beginning to ex- 
pand in Switzerland and con- 
siderable British transmitting 
equipment is’already being widely 
used. As new stations come into 
use there will no doubt be further 
opportunities for British manu- 
facturers. The Swiss taste in the 
design of receivers is definitely 
“continental” and the installation 


of British sets in Swiss-made 
cabinets is said to be a useful 
compromise, 

One point should be especially 
stressed. Specifications should, 
when possible, adopt the decimal 
system. Britain's competitors 
all too fregently tend to score 
importantly because of our 
failure to do that. 
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Material assets 


With parade-ground precision the tight packed slings 
move past. Suddenly they blossom into clusters of 
falling logs—and ever higher grow the storage piles. 

We are at Bowaters’ Kemsley Mills — for many years 
the home of Britain’s only groundwood pulp mill. 
Now a second is being built at the Mersey Mills. Across 
the Atlantic, too, at Bowaters’ Newfoundland and 
Tennessee mills, more massive pulping equipment is 
being installed. And in the forests of Canada, Tennessee, 
Scandinavia and Great Britain the tempo of felling 
and re-planting quickens as Bowaters’ international 
development programme gets under way, with six 
great new paper-making machines setting the pace of 
progress. New power stations are building, new ships 
and docks, new factories, offices and laboratories. An 
increased production of some 400,000 tons of paper a 
year shows the measure of the expansion which is taking 
place under the longbow-and-wave of Bowaters. 


Bowaters -2 


‘\ THE BOWATER PAPER CORPORATION LIMITED 
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Use the free advertising sites right in the shop 
doorways. Redfern Advertising Rubber Mats 
are point-of-sale reminders that are 

always on display because they are 

welcomed by retailers as part of the 

shop furnishings. Colourful, permanent 

and hardwearing, these mats can incorporate 
any trade name, mark or slogan 

in a wide variety of colours. 

They have been used by experienced advertisers 
for a quarter of a century— 

put them to work in your retail outlets! 


ADVERTISING 
RUBBER MATS 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for illustrated folder with details of 
this permanent point-of-sale advertising medium. 
It gives examples in full colour of Rubber Adver- 
\ tising Mats used by some of the most famous 
national advertisers in the country. 
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Redfern’s Rubber Worké Ltd - 
’ Hyde 


National Advertisers’ Division 
Cheshire 
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“Advertiser's Weekly’ Calendar Survey 


T was bound to happen. 

No sooner did the calendar 
survey appear in the issue 
of ADVERTISER’S WEEKLY 
January 6 (page 16) than in 
rolled a further wave ... to 
pile on top of those that 
arrived too late for inclusion 
in the earlier article. 


So here is a final round-up... 
hut it is definitely the last appear- 
ance of this feature this year! 

It would, in any case, have been 
monstrous not to have made 
some mention of the wonderful 
piece of work to reach us from 
the International Wool Secre- 
tariat. As an example of what 
printers can do with colour these 
days it could hardly be surpassed. 

In, so to say, the same skein of 
concern is the ready-reckoner- 
and-calendar to come from the 
Emu wool people. Here we have 
one sheet giving not only every 
day of the year but also two large 
tables setting out the cost of Emu 
wool varieties running (in price) 
from a shilling per ounce up to 


| 3s. 9d. and (in quantity) from two 


to 24 ounces. Among devotees 


| of the needles the chances are 


that this will be often referred 
to through the year. 


Taste and style 
From the fine art printers and 
stationers of Leicester and 


London, Adams Bros & Shardlow 
Ltd., came not only one time 


| marker but two—and the larger 


was the kind of “stand-out-a-mile- 
away” item that rarely comes 


| with taste and style, but this one 


does. The smaller was in pad 
form with one week to a page 
and a different riverside view 
coming up as each month passes. 

The first public demonstration 
of anaesthesia has been finely 
pictured on the calendar from 
E. R. Squibb and Sons Ltd. 
(“Manufacturing chemists to the 
medical profession since 1858”) 
and it is surprisingly less grim 
than you might suppose. But 
those advertising men who have 
been placed on a strict diet might 
find something grim about this 
year’s highly coloured two- 
months-to-a-page job to come 
from Armour & Co., Ltd. 

The top half is dominated by 


| a representation of a painting by 
| W. A. Breakspeare styled “The 


Toast—the roast beef of Old 
England.” And there it stands, 
giant sized, in the middle of an 
inn table with three sorts of John 
Peel and one sort of lass of 
Richmond Hill wishing it very 
well. 

The original paintings of Com- 


Advertisements that are 


_read all the year round 


A highly attractive and delicately 

coloured calendar has been issued 

by Stafford & Co., Ltd., litho- 

graphic and letterpress printers. 

The picture is not hard to look at 
the whole vear round. 


DOIG BROS 
soe tne # eomenee one 


OF had Cm 


SES 


“Primarily we are _ printers’ 

declares the calendar from Doig 

Bros.—and there are pictures for 

each month which follow a 

typical assignment through its 
several stages. 


monwealth ports that grace the 
excellent calendar from _ the 
Imperial Typewriter people were 
carried out by Norman Wilkinson 
and, all in all, this is a notable 
article to hang on the wall. From 
Edward Everard Ltd., the Bristol 
and Middlesex catalogue, colour 
@ Continued on page 42 
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é 
New Electrical Monthly 


MORGAN BROS. (Publishers) LTD. 


whose publications include : 
“The Engineer” and 
“Electronic Engineering” 


...announce the introduction of: 


ELECTRICAL 
ENERGY 


Editor: a new MONTHLY TECHNICAL JOURNAL which 
H. G. FOSTER M.Sc., M.I.E.E. 


will be written for professional electrical engineers 
engaged in research development and production 
plannirig. It will publish articles on all branches of 
electrical engineering with particular emphasis on the 
newer aspects such as Nuclear power generation, 
automation, process control and servomechanisms. 
The first issue 
will appear in 


. Subscription 26/ ™ per annum 
September 1956 


(available through newsagents price 2/- per copy) 


For further information 
please write to: 


The Advertisement Manager, Electrical Energy, 28 Essex Street, Strand, London, W.C.2 
Telephone: CENtral 6565 
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Calendar 
survey —cont. 


and commercial printers, there 
came an attractive time-marker 
’ carrying the image of an original 
painting (by F. G. Trott) of 
Appledore, in Devon . . . and 
with smog and snow in the offing 
it is no bad thing to cast an 
occasional glance at it. 
Broa the same 
thing can be said in the case 
of the calendar sent to us by 

Permanite Ltd., makers of 

roofing, flooring, and tanking. 

But you might not have 

thought that it came from such 

a source because the picture 

space is marvellously taken up 

by Rita Hammerton of the 

Windmill Theatre. Close 

examination, however, reveals 

that the lady is sitting upon a 

a “Permatile” roof. It is 

curious how one can overlook 

that sort of thing occasionally. 

As the Permanite publicity 
manager, L. W. Bolden, has 
written: “The photograph was 
taken by our own photographer 
on the roof of the Windmill 
Theatre with Miss Rita Hammer- 
ton . . as the focal point. 
As a minor point of interest the 
roofing tiles are ours.” 

As a major point of interest the 
bold’ and colourful flower-and- 
bird design on the piece reaching 
us from Clifford Publicity (Dis- 


I 
| 


aK 
ett 3 


a7e 


from the 
carries 
of cycles 


This year's calendar 
Hercules company 
energetic illustrations 

being used. 


plays) Ltd. was screen processed 
by that company and somewhat 
in the same attractively organised 
publicity field, the item sent by 
Adolf Morath, “Photographer of 
industry in colour,” depicting a 
Northern Rhodesian mining scene 
was shot by Morath himself. 


Simple and attractive 


Undoubtedly, one of the most 
tastefully composed calendars re- 
ceived this season was from W. S. 
Cowell Ltd., designers and letter- 
press and lithographic printers. 


A page from the superb calendar 

from the International Wool 

Secretariat. Varieties of wool 
fashion is the theme. 


There is the utmost simplicity 
about it, but the “Suffolk Land- 
scape” by Rowland Suddaby 
which has been reproduced is 
first class. And the same can be 
said of the study of Chilham on 
the tasteful item from Alabaster 
Passmore & Sons Ld. 

The “Big Three Weekly 
Heralds” organisation has come 
out with an effective and very 
useful two-weeks-to-a-page diary- 
calendar which along the top 
carries pertinent facts about the 
Enfield Weekly Herald, the Tot- 
tenham & Edmonton Weekly 
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Herald and the Wood Green, 
Southgate and Palmers Green 
Weekly Herald. 


Distant from the product it 
may be, but wholly enjoyable 
to look at, is the picture of 
“Thatchets at work,” which tops 
the three-months-to-a-sheet job 
from Midland Electric Manu- 
facturing Co. Ltd. 


Maps of Scotland 


Six coloured maps compose the 
very engaging calendar issued by 
the Scotland’s Magazine organisa- 
tion and a diagram set out on the 
rear of the opening page shows 
how to assemble them to make 
up the whole of the Scottish 
mainland. On the other hand, 
not maps but photographic views 
make up the neat piece of work 
that came in from Drogheda 
Independent Co., Ltd., and it is 
easy to see that a lot of friends 
are going to be made for that 
part of the world. 

The calendar from John 
Edgington & Co., Ltd., presents 
so much data about the passing 
of time that one suspects that 
having been established since the 
reign of George III these people 
have become intimately 
acquainted with it. For upon one 
large card are not only spread out 
all the individual days of this 
year, but also those of next year 
as well, plus the individual 
months of this, along with the 
separate days on a block pad. 
Quarter days are indicated along 
with the full moon nights.—H. F. 


Make your stand Stand out 


with the Brook continuous Film Projector 


Fits in with your plans or stands on its own 


A brilliant, steady picture . 


. . high quality sound 


Requires no operator—shows up to 40 minutes of 
film, with automatic repeat or push button control 


Takes up only one square yard of floor space 


Available for hire or for sale 


The Brook Projector is ‘the perfect salesman’ for inclusion in your stand at: 


THE BRITISH INDUSTRIES FAIR 
MECHANICAL HANDLING EXHIBITION 
PRODUCTION EXHIBITION 
AND OTHER FORTHCOMING EXHIBITIONS. 


For full particulars write or telephone: — so U N D 4 E RV ‘ Cc ES Li M ITED 


(An Associate of the Film Producers Guild Ltd.) 
269 KINGSTON ROAD * MERTON PARK * LONDON - S.W.19. TEL: LIBERTY 429) 


es 42 | 
sevensceungranenesttl W¥serecsesroncsrannee. ‘ Be 
é ae * Ys 7 i— ™ * ~ 
~~ _- a 4 
af ar ake 7s | 
ee  & i wy 
eo (Tria k ia, ‘ea | 
”“"Blargules = % : — 
OO Ung a oo : 
ee PERROTT Aes Brean D” 2 St ; 21 
“e = OS newman 1080 
+ ” 146 @e eo * 
* = -— 2 eo oe * 
SSiiie : = = = = : 
i. = 2: 2 oo 7 * 
fe = == 62 ee + - 
sorry 4 “ ; =.» = eo av + = 
: 7, s¢ 21 ee « ~ 
a a 
She etr wats cere / 
) mz | pe ‘i 
, ; : ~~ — = |: —Somm) 
we ES) | oe | | Cass 
wy 3 AS P {4 kao ME BY ee 
" ie 253=| — wpa 
‘ co en Pe z 5 : - 
| | a te 
| a 
. bos i ae aa 
i ae af ; A 
| ' 33.5 Se ae : & PO] 
i, . f < 
f ib * 
VE 
| \\ FNS, 
& 5.29 


HULTON PRESS 


require a 


SENIOR 
ADVERTISEMENT 
REPRESENTATIVE 


A man of proved ability; 
Able to SELL at all levels 


The position is important and commands a substantial 
salary. Written application, giving full details of 
experience, should be made to: 


The General Manager, 
| HULTON PRESS LTD., 
43-44 Shoe Lane, London, E.C.4. 


All applications will be treated in strict confidence. 
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Review of Poster Advertising 


44 


A look at some of next season’s railway 
holiday resort posters is a heartening 


experience because they show 


How to combine selling 
power with eye appeal 


RE you old enough to 

remember the brittle period 
in the 1920's when railway 
posters were teatime topics of 
conversation? They did not 
compete with pogo-sticks, Mah 
Jong and motor scooters, but 
almost any day of the week 
someone might be -heard to 
remark : “Have you seen that 
wonderful new poster for IIfra- 
combe?” 


I was at school at the time, and 
my art master spoke with a 
certain controlled reverence of 
the work of Fred Taylor, Kauffer 
and the other early pioneers. He 
regarded their posters as minor 
works of art. 

He was of 


perfectly right, 


says STUART LEWIS 


course, in the sense that these 
artists broke new ground and 
proved once and for all that the 
poster called for a new art form 
of its own. This form bore little 
relation to poster design as we 
know it to-day, but nevertheless 
it exploded the “Bubbles” bubble 
and the theory that posters 
should be executed by Famous 
Illustrators and Academicians 
only. 

We should not, however, 
attach too much importance to 
the widespread interest which 
posters attracted in the °20’s. 
After all, in those days posters 
were comparatively few ard 
far between—and good posters 


Detergent with fashion angle 


Tried the latest Surf? 


The new poster for Surf presents something different in the way of 
appearance. Instead of a housewife waxing enthusiastic against the 
background of a washing line, the lady has a distinctly glossy 

“fashion journal” atmosphere. : , 


were fewer and farther. The 

impact of a really fine poster 

was therefore very considerable 
indeed. 

Times have changed; posters 
have become an industry. Yet 
even to-day the main purpose of 
a travel poster does not differ 
greatly from that of its remote 
predecessors, 


No fierce competition 


It still aims to portray as 
attractively as possible the ad- 
vantages of a seaside resort, the 
beauty of a famous landscape or 
the glory of an ancient city. It 
is never engaged in a toe-to-toe 
competitive fight ; it never has to 
convince its public that Brighton 
washes whiter than Blackpool 
or that Southport makes lighter 
pastry than Southend. 


For this reason most travel 
posters remain pleasantly pic- 
torial, only gently persuasive 


and well above the day-to-day 
commercial struggle. For the 
same reason some of them tend 
to suffer from arrested develop- 
ment. 

Let us have a look at some of 
the holiday posters which 
British Railways are going to use 
this year. 

To judge from the sample I 
was shown the other day from 
the Southern Region I would 
guess that this specialised 
branch of poster advertising 
has taken a sharp turn towards 
intelligence. By intelligence I 
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In the opinion of Stuart Lewis, 

this poster will appeal to many 

who have travelled much farther 
than to Bognor. 


mean that designs are no longer 
produced at random, but with 
a certain sense of marketing; 
result that the 


0 er) 
; 


i A enn i rt ae 

Stuart Lewis considers the lady 
to be altogether “too realistic to 
be real” ‘and therefore, not easily 


TEMPLE BAR 246 


PRINCIPAL BRANCHES 


MANCHESTER 


112 HIGH HOLBORN, W.C.1. 


BIRMINGHAM 


LEEDS 


WATFORD .- 


believable. (See page 47.) 


SOUTH COAST 
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POSTERS 


can be seen 


by & people 


out of 10 
25 times 
a week, 


Or more 


In balanced consumer advertising campaigns, poster repetition is 
essential. But just how many people can see your posters?—And 
how many times? The largest investigation of its kind ever 
carried out in the U.K. was undertaken by Mills & Rockleys in 
an attempt to answer these questions. The survey was no less 
than a day by day study of the way people live and move around 
in their towns and cities—and have opportunities to see poster 
advertising. 


The Evidence. As a result of this research, 
evidence has come to light which is of the utmost value 
to all who plan, use, or have the opportunity to use, 
poster advertising. The findings appear in “The Size 
and Nature of the Poster Audience: Study IT” which 
was published last June. Your agency now has a copy 
and further copies will be supplied on request. 


MILLS & ROCKLEYS LTD 


Planned poster advertising in more than 200 towns. Head Office: 21 Queens Road, Coventry. 


The Mills & Rockleys Area. 
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Sikeldons It 


Posters and Press Adver- 
tising make the best working 
partnership — team opera- 
tion which cannot fail if 
it is properly captained. 
Sheldons have planned 
Poster Advertising for every 
conceivable type of product 
during the past 116 years 
and can tell you what the 
possibilities are for im- 
proving YOUR Sales. 


Sheldon House, Queen St., 
Leeds 1 


Bee ee 


3.000 POSTER SITES 


with complete coverage 
of the Manchester Area 


46 


This poster suffers 
from being too 
crowded in Stuart 
Lewis's view. Each 
panel tells a pleas- 
ing story — but 
only those who are 
standing pretty 
close can absorb 
ut. 


pleasures of the beach at Rams- 

gate and at Bognor Regis are 

presented in entirely different 
ways. 

It is true that for both resorts 
| the chosen symbol is the same: 
| the perennial, timeless bathing 

belle. But there are belles and 

| belles, and these two girls are as 
different as chalk from cheese- 
cake. 

The Bognor girl is reclining on 

an orange background and her 
shapely figure is drawn in bold 


BOURNEMOUTH 
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Pleasures of the beach 
shown in two ways 


== 
. GRITISH RAILWAYS 


black outline. Only her brief 
one-piece swimsuit and the name 
of the resort appear in white. 
There is little doubt that she 
will appeal most strongly to 
those who have travelled farther 
than Bognor Regis, who have 
spent their francs, their lire and 
pesetas, and may even have seen 
a painting or two by Matisse or 
Dufy. 
There is a continental feeling 
in this poster that is unmis- 


@ Continued on page 47 


Manchester Poster Servis Ltd 


27-29-31 Bootle Street, Deansgate, Manchester 2 


Our Staff are 
Men of Experience and 


Handle your Bills with Pride 


PADDINGTON 0166/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 


Two of the posters designed to attract holidaymakers to Bournemouth 
next season ... but Stuart Lewis thinks that the one on the right 
suffers from trying to show too much. 
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A seaside poster with a 
continental flavour 


8 SEA VIA OSTEND-SOVER 


x 


Left: “Delightful in every way” ts how Stuart Lewis describes this | 
poster by Ken Bromfield, which has been evolved for foreign con- 
sumption. It will be displayed throughout Belgium by the Belgian 
railways organisation, under a reciprocal exchange scheme, covering 
posters and folders. Right: In the heraldic style, this new poster, by 
R. M. Lander, is also to be widely exhibited overseas. 


takable ; whether or not it is 
quite intentional, I cannot say. 
The fact remains that the poster 
says “plage” and not plain 
“beach,” and is therefore prob- 
ably a better advertisement for 


very wide market of which Rams- 
gate clearly seek to claim their 


share. 
Much teo realistic 


there is anything immoral in de- 


girl is simply a three-dimensional . 
picting what one sees on any 


fantasy. Her thighs are as round 
and brown as a well-baked loaf ; 
and in spite of her perfunctory 
bikini, she is altogether as Eng- 
lish as rice pudding. We have 
seen her hundreds of times be- 
fore, but she is still well-fitted for 
the job. 


sides, to my eye, the bikini girl 


real and too carefully contrived 

to be quite believable. She 

appears to be about as uncarnal 
@ Continued on page 48 


The three main phases in the story of tomato soup are told in this new 
H. J. Heinz Co., Ltd., poster by Norman Weaver. First, there is the 
raw material—the tomato. Secondly, the finished product—the can of 
soup. Thirdly, the end product—the steaming bowl of soup. A 
touch of whimsicality has been added by the artist—the tomato. plant 
flower set in juxtaposition to the soup bowl. Responsible for the 
printing of this out-of-the-ordinary poster were Waterlow & Sons Ltd. 
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Certainly she will appeal to a | 


Bognor Regis than _ for As for the assertion by a Rams- 
Ramsgate. gate vicar that this poster is “dis- | 
The controversial Ramsgate gusting,” I really cannot see that 


summer day on any beach. Be- | 


is altogether too realistic to be | 


Presenting the product’s origin { 
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WHEN IN 


BIRMINGHAM 


YOU MUST SEE 


Sheffields 


POSTER SITES 
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WH 


Our recently completed, fully visual system 


for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
| increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field. 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone : MUSEUM 8701 (¢ lines) 
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THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


45,906 


136 HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 0016-7-8 


Lendon : Cur, Jackson, 
Clifford’s inn, E.C.4 HOL 3! 
London Suburban 


Founder Member 
and Home Counties Press Group 


ARE YOU 
A CHARLIE ? 


Last month we introduced you 
to. Charlie Clump 
(pictured here). 
He now knows all 
about Excessive 
Heterodoxy. He read 
his PRINTING 
NEWS. But did you? 
Do you still think a 
cliché is a figure of 
speech and a shoo fly 
an insect swatter ? 

Then you need 


SIXPENCE WEEKLY 
110 Fleet Street, London, E.C.4 


Warnes Direct 
Mail Service 


LONDON’S 


SPEEDIEST 
MAILING SERVICE 
IN TODAY—OUT TOMORROW 


* Ask our representative 
to 


call. Telephone 
* Keen quotations. |BALham 


* Van collections, |%191/2/3 


10, 


WARNES, 
Station Parade, S. W. 12. 


AEE EA 
“ CLASSIFIEDS "’ 


PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 


You do? 


| 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


STER ADVERTISING 
PO" ASSOCIATION 


Middlesex County T 
Mest Middlesex 


amy 


wwe Subiaghenshie Seaton 


cot eons GAZETTE 
caperhe ponaheenpee 


Neha : Gazette 


West London Post 


‘Ste Gts-Gantteted 


Vv 


159,598 
COPIES EVERY WEEK 


Middlesex 
County 
Press 


STREET, UXBRIDGE 
UXBRIDGE 8383 


HIGH 
Phone : 


|; answer. 
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- EAST COAST YACHTING CENTRES 


eee sininin ies soba 


These are two of the posters, 
issued by the public 


from a design by Frank H. 
relations and publicity office 


JANUARY 20, 1956 


New posters designed to 


sell Britain overseas 


EAST COAST YACHTING CENTRES 


ni 


on en ee ee ee 


Mason, 


of the Eastern 


Region of British Railways to publicise the yachting facilities of two 
East Coast resorts. 


as a nude plastic figure in the 
window of a dress shop. 
Bournemouth are tackling the 
“attraction” problem in a rather 
different way. They have pro- 
duced two posters with a common 
slogan, 


“Bournemouth, the All 
Seasons Resort.” One of these 
shows the sandy curve of the 


coast, with formalised azaleas and 
pine trees in the foreground and 
a very deep blue sea beyond. 
Although it adopts a_ style 
which some people might 
regard as somewhat outmoded 
even 1920ish—this poster 
has an extraordinary warmth 
and charm which puts it above 
such criticism. It is simple, 
colourful, pleasantly evocative 
all that a travel poster should 
be. 
The other Bournemouth poster 
tfies to do too many things. 


Range of delights 


It represents Bournemouth as 
the place to bask in the sun, 
romp on the beach, play tennis, 
dance, drink, listen to music and 
go to the theatre. Skilful though 
the design undoubtedly is, I feel 
that the artist may have been 
burdened by an over-enthusiastic 
brief. Surely the idea of an “all 
seasons resort” could have been 
presented in a simpler and more 
assimilable form. 

The “Visit Britain” poster (for 
foreign consumption) is delight- 
ful in every way. 

Yet if anyone were to ask me 
why a kingfisher sitting on a bull- 
rush should attract visitors to 
Britain, I could not give a logical 
I would probably mutter 


| something about kingfishers being 


every whit as _ attractive as 
Ludiow Castle. I just like the 
poster — that is all. Perhaps 
plenty of others will feel the 


same way about it. 

Another “See Britain” poster 
is designed in the heraldic style; 
and like’ the _ last-mentioned 
Bournemouth job, it attempts too 
much. 


Too many scenes 


A map of Britain is flanked by 
eight colour drawings of hills and 
dales, a castle, a cottage, a cathe- 
dral, a country mansion and a 
fishing port. 

Each one of these deserves 
to be seen and admired in its 
own right; each could have 
provided the basis of an ex- 
cellent poster. Alas, in this 
piece of work they are all tov 
small to be properly appre- 
ciated and although they com- 
bine to produce a_ visually 
attractive whole, the result is 
a little confusing. In short, an 
embarrassment of riches. 

The poster styled “Brighton 
and Hove for winter holidays” 
suffers from the same fault. It 
shows a Regency house, and 
through the windows (nine of 
them) we see various scenes from 
the modern life of Brighton and 
Hove. Again, each tells its story 
in a colourful, pleasing way— 
but only to those who happen to 
he standing a yard or so from the 
poster. 

To sum up, the first batch of 
holiday posters augurs well for 
1956. On the whole the stand- 
ard is good—and compared to 
what one remembers having seen 
a year or two ago—very good in- 
deed. 
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Sound the klaxon for 
these motor car ads 


WHEN many composite 
features these days tend 
to take the form of somewhat 
artificially contrived advertise- 
ments bolstered up by not 
always convincing editorial, it 
is refreshing to come across an 
effort which breaks new 


ground in a rather distin- 
guished way. 
Such, however, was the 


achievement of the Essex County 
Standard, in presenting a 1956 
new car page, reproduced on this 
Page. 

Dispensing entirely with manu- 
facturers’ stock blocks, and 
limiting the editorial to the basic 
information of price details, has 
evidently much to commend it. 


cause it is packed with infor- 
mation. It treats buying a car 
as a serious business — which 
it is. The claims of many cars 
are here set forth, which is just 
what the prospective owner 
wants. 
The photographs, copy, and 
overall lay-out were the work of 


oe ee A 


© SEAST Lek, ge Crommty Serene -- 


hemes Cem: emcees emcee! memes Iota to tie ener clones rue the mngert ice Catchownee dmaer 
~=ia ooo 


rn ike iin Wee 


bhiuwe: me 


49 ADVERTISER'S WEEKLY 


WILTON EVAN 


D. R. Brown, assistant to the ad- | 
vertisement manager, B. S.| 
Wilkins. 

Do you not agree that some of 
those big bludgeoning comiposites | 
we saw at the time of the Motor 
Show look rather cheap in com- | 
parison? 

Another noteworthy car adver- 
tisement appeared in the Burn-' 
ham-on-Sea and Highbridge 
Gazette and Express, when a 
Taunton dealer ran a double 
column half page item in gossipy 
style, under the heading “Don't 
Confuse Me . . 

The double column opened into 
a four column advertisement at 
the bottom half of the page. And 
the advertiser was not afraid of 


. @ Continued on page 50 
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~LEICESTER'S 
PROSPEROUS HOUSEWIVES 


REACH THEM THROUGH THE 
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LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4, TEL. FLEET ST. 6820 
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This page from the “Essex County Standard” has greatly impressed | 
Wilton Evan, who believes that it breaks new ground in a rather | 
distinguished way. 
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Largest Net Sale in Kent 
-KENTISH TIMES > 
SERIES =. 


USERS OF THE POCKET PRESS GUIDE 
SHOULD NOTE THAT, ON PACE 60, THE 
NET SALES OF THE 


KENTISH TIMES SERIES 


_ 89,493 


AND NOT 84,577 


a group of nine 
influéutial io a 


A.B.C. NET SALES 


124. I 28 


The whole Ie Field of metallurgy is covered by... 


THE BRITISH JOURNAL OF METALS 
KENNEDY PRESS LTD - 31 KING ST. WEST - MANCHESTER 3 
SO TEMPLE CHAMBERS - TEMPLE AVENUE - LONDON E.C.4 
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An ad in Swedish in a 


Hampshire ay 


white space. There was more of 
that than anything else in his 
advertisement, and remarkably 
effective use he made of it. 

Here is the text, which wan- 
dered, like a neat rivulet, through 
a broad meadow of margin in the 
double column section of his ad- 
vertisement. And it led down to 
a fine picture of the new Van- 
guard: 


“Don't confuse me with facts 
—I've already made up my 
mind” . @ frank expres- 
sion of determination, and how 
often it applies to the buyer of 
a car. 


“I'm going to buy a so-and- 
so... I’ve heard they are 
jolly good”—or—‘“my brother- 
in-law had one before the war 
and he says there's nothing to 
touch ’em”—or—"“my son says 
there’s a boy in his form who 
knows all about cars .. .” 

. and so on. 


Our advice is to come and 
see for yourself. Listen to the 
indisputable facts (we won't 
confuse you) and you will 
understand why we claim that 
Standards offer better value 
than most to-day. 


Can you beat it? 


-_——_—-- 


if Records | 


| WHEN I listed the number of 
national papers which advertised 
in one issue of the Crosby 
Herald, and asked if it was a 
| record, I started something. 
' Emerging from a maelstrom of 
| rival claims, I hand the palm, 
| tentatively at all events, to the 
Salford City Reporter. 

With the exception of the 
Liverpool Daily Post advertise- 
ment, they carried the same list 
as the Crosby Herald—but in 


One thing is clear—the ~~ 
newspapers believe in taking t 
own tonic. In other words, there 
is no doubt, in their mind, that 
advertising pays handsomely. 
While talking of records, I note 
that one night recently the Tele- 
graph and Argus, Bradford, listed 
no fewer than 131 engagement 
| announcements. Their births, 
marriages, and deaths in that 
issue occupied seven columns. 
Dare I ask— 
“Is this a record ?”" 
* * =. 2 
THE ACCOMPANYING advertise- 
| ment b de Havillands appeared 
in the Christchurch Times. Why 
should that great enterprise 
choose to convey its greetings to 


foe 


‘De? Havilland 
sanded haleniniged® i 
‘alla sina tanner i 
Kungliga Svenska Flygvapnet 
och .énskar’ ‘dem 
_ Gold Jul 
och “Cia Nytt Ar 


In Swedish! But there is a 
first-class reason why this should 
be the case. 


the Royal Swedish Air Force 
through the columns of a local 
weekly paper? 

The reason is that the Christ- 
church Times enjoys the unique 

rivilege of being the provincial 

nglish eee phe selected by the 
Staff College the Swedish Air 
Force for foreign a ap a 
studies. And this is probably the 
first time, in its 100 years’ 
history, that the Christchurch 
Times has carried an advertise- 
ment in Swedish. 

* + ~ 

A Fine film indeed is “The Dam 
Busters”—but just how far can 
the theme be jerked in a com- 
posite page? 

Consider these advertisement 
claims in the Devon and Somerset 
News: 

“They steered a 
course at their 
your furniture 
target Scotts.” 

“This Murphy is designed for 
such as the Tiverton area, 
like the Dam Busters it will do 
the ‘Dam’ job.” 

; “If your car is ‘busted’ bring 

it to us.” 

“Claps for the film, and 
Clapps for the meal, before or 
after the ‘Dam Busters’.” 

“Wing your way to Wake- 
fields.” 

“Their job was not a piece 
of cake—but cakes are our 

ciality.’ 

n’t en agree that it’s rather 

high flown? 


direct 
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NEWS FROM FRANCE 


Tele-Clubs increase the 
Luxembourg viewership 


By Our Paris Correspondent 


ia an attempt to determine just how many viewers Téié-Luxembourg 
is currently reaching, Informations et Publicité, the Paris agency 
handling all advertising for this commercial TV station, has carried 
out a survey of the main regions covered. : 


Altogether, it is estimated, 
there are in France and Belgium 
between 10,000 and 11,000 tele- 
vision receivers in use, able to 
receive Télé- -Luxembourg pro- 
grammes. Of this total, some 
4,500 are in France and the 
remainder in Belgium. 

The actual number of viewers 
is naturally greatly in excess of 
the number of receivers sold; 
quite apart from family and 
group viewing in private homes, 
there are the many “Télé-Clubs™ 
which ° have tha up in the 
region, especially in the smaller 
rural communities, where every- 
one clubs together for the pur- 
chase of a receiver which is sub- 
sequently installed in the church 
hall or village schoolroom for 
the benefit of all subscribers. 

Some of these Télé-Clubs 
comprise as many as 150 mem- 
bers, and the idea is spreading at 
an amazing rate. 


Nearly 100,000 


Taking this factor into account, 
informations et Publicité places 
the figure of Télé-Luxembourg’s 
viewers at between 75,000 and 
100,000 at the present time. 

Top in popularity the 
programmes put out by Télé- 
Luxembourg are sporting events, 
closely followed by westerns and 
variety shows. Children’s pro- 

ammes, too, are high in popu- 
arity-rating. 

What do viewers think about 
the advertising content? Those 
questioned had no criticisms to 
offer—on the contrary, most of 
them considered the advertising 
messages “interesting and in- 
formative." 

No reliable statistics are avail- 
able concerning advertisers’ sales 
in the area in relation to time 
booked on Télé-Luxembour 
but the medium is undoubtedly 
profitable for a wide range of 
consumer goods and servi 
reaching as it does a section o 
the French public whose pur- 
chasing power is well above the 
average. 

Many of the miners in this 
region of North-Eastern France 
earn around £150 a month—and 
they spend that much, too. 

Altogether, Télé-Luxembour 
has reason to be satisfied wi 
its first eight months of opera- 
tion, and is confident of attract- 
ing an increasing number of 
national advertisers. 


. 7 * 
A curious case of an accidental 


death that gave risé to a large 
coale abvartiing campaien © tit 


by Henri-Frangois Rey in France- 
Observateur. It all began with 
the sudden and unaccountable 


disappearance of a workman em- | 


joyed by a leading producer of 

trench table wines. 

The usual police e 
subsequent dragging of the Seine 
having produ no results, the 
case would Pa have been 
closed unsolved except for the 
fact that, some weeks later, a 
large-capacity vat of wine at the 
firm’s depét was due for refilling 
—and the man’s body was dis- 
covered at the bottom. 

But by that time severa 
thousand Parisians had drunk of 
the wine in which the corpse had 
lain. Panic among the firm's 
chiefs—desperate appeals to the 
newspapers not to 
story. And, in fact, story was 
not published. And, sure enoug 
shortly afterwards severa 


uiries and 


blish the | 


national! dailies carried advertise- | 
ments for the brand of wine in — 


question ! 
* * * 


Preparations are getting under 
pe J for the Congress to be 
in June, to celebrate the 
fiftieth anniversary of the forma- 
tion of the Fédération Francaise 
de la Publicité. Organiser of the 
Congress is Georges Petit, head 
of he Publi-Service Agency and 
president of the Publicity Com- 
mission of the FFP. M. Petit is 
at present considering suggestions 
from French ad men as to the 
general theme of the Congress 
and the events to be staged in 
connection with it. 


* * * 


R. L. Dupuy continues to ex- 
pand; after vthe Belgian branch 
opened early 


R. L. Dupuy-Maroc, the new 
company has a registered capital 
of one million francs, with head- 
varters at 7 Rue Bendahan. 

ners in the undertaking are 
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Here’s new 
and complete 
coverage for 


campaigns 
selling 


Office Equipment 


COMPLETE SERVICE for all who make, distribute or 
sell office equipment will be afforded by these two new 
journals. Each will serve a separate field, whilst together 
they will provide 100% coverage of the user-buyer and 
trader-buyer of office equipment and appliances. Both 
journals will have a guaranteed circulation. Each month 
they will be sent, free and direct, to the most important . 
consumers in this great and growing field. 


Office Equipment News 
eet Rens ee eee 


minimum staff of 100; to local government offices, hospitals, 
etc., with a mirimum administrative staff of 40 and to at least 
5,000 important overseas buyers. Editorial will cover all types 
of office equipment and every advertisement will adjoin editorial. 


Each month advertisers will receive a 

recipients and their categories. an SQ. 

entries will be keyed and quick reader- 9 

service coupon provided. COPIES MONTHLY 


Office Equipment Trader 


Orrics EQUIPMENT TRADER meets the urgent trade-paper 
needs of a great expanding industry. Thousands of retailers 
now sell office equipment and their number is increasing every 


go free and direct to all who sell office 
equipment. With each copy will also go o 
a copy of the Orrics EquipMENT News. COPIES MONTHLY 


First Issues out mid-February 


Send NOW for 
details of these 
two new journals to 


Business PuBLicaTions LTD. 


MERCURY HOUSE, 109/119, Waterloo Road, S.E.1. 
Tel. WATerloo 3388 (20 lines) 


a ee 


ea a 


<i ‘or Fs 4 ree ae a oll “Sag =~ % =) 0 LS eS “al 7 a “ = CIORE ig re : 
z 
es $1 es 7 
CE CRRA IE LT RR EL ATS MT 
| ; 
J 
| Pe - 
| 
: a 
Be | 
; year. Through the TrRapsr the manufacturer can announce 4 
| his product-plans in advance ; build up his outlets, prepare j 
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j 
R. L. Dupuy, Jean-Pierre Dupuy, | : 
Claude Dupuy and Tena-1éan | 

Lenormand. 
* - * q 
“France - Dimanche” and 
“Samedi-Soir,” formerly fiercely 
=a ie 
have merged as one single publi- a 
cation, entitled “France-Dimanche- ’ 
Samedi-Soir.” The two papers | 
ee had a combined circu- — 
tion of about 700,000. Adver- : 
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Ad Man’s 
Bookshelf 


Making your 


voice heard 


in business 


HE better a man talks the 

worse he is apt to write, 
and vice versa. At his peril 
does the expert in one of these 
arts essay the other. 

No doubt Professor David C. 
Phillips, who is head of the 
department of speech and drama 
at the University of Connecticut, 
knows all there is to know about 
—s clearly. He may be a 

libinder—on his feet. At his 

desk he writes about oral com- 
munication in industry like this: 


Ways of talking 


Speaking in conversation, 
conference and interview may 
be either extemporaneous, 
where the thoughts prepared 
and the words come _ spen- 
taneously, or impromptu, 
where neither the thoughts nor 
the words are prepared. In 
many conference and interview 
situations, 
know before the meeting starts 
some of the items that will be 
covered. If this be true, the 
person is remiss if he does not 
think through the situation 
carefully beforehand. 

Surely a tortuous way of say- 
ing : 

You may prepare what you 
want to say or you may speak 
impromptu. Often you will 
know beforehand some of the 
points that may come up. If 
so, be sure to prepare your 
argument before you speak. 


Too much attempted 


ADVERTISING NOVELTIES 


Childre are 
badgering 
parents 


parents are 
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PF ais Boo ODEN 


AND SON LTD. 
5S HATTON GARDEN sensed, E.C.1. 
Telephone: HOL. O1 


ADVERTISING GIFTS. 
GIVE AWAYS, GIMMICKS. 
ADVERTISING PENCILS. 
PLAYING CARDS, 


an individual will | 


WELDED PLASTIC ARTICLES A 
SPECIALITY. 


CITY SUPPLIES COMPANY 
36 COPTHALL AVENUE, E.C.2 
NAT 825! 


DAY BY DAY 
‘CALENDIARY _ Regd. 
LARGE RANGE OF GOODWILL 

XMAS GIFTS 


ANGLO FANCY PRODUCTS LTD 


Manufacturers, 
266, Belsize Road, N.W.4 
Telephone: MA! 0867 (3 lines) 


_ YOUNG & FOGG RUBBER CO.LTD. 
Wimbliedo 


At this gait Professor Phillips | 


plods solidly through every 


branch of spoken communication | 


—including salesmanship. 
deed, he attempts far too much. 
Obviously at home with confer- 
ence and business occasions, he 
is less sure and quite unconvinc- 


In- 


ing on television technique and | 


personal selling. No man living 
is a master of all forms of spoken 
communication. Most of 
main facts are here and much of 
the theory, but with scarcely a 
gleam of insight or a spark of wit 
to lighten the scene. The result 
is heavy going. 
One _ feels that 

Phillips hates writing. So does 
my friend Maurice  Ellinger, 
eminent bridge expert and con- 
versationalist. During the war he 
faced the professor's dilemma. 
His publisher demanded a new 


@ Continued on page 53 


Professor 


* Oral Communication in Business, by 
David C. Phillips, published by McGraw 
Hill Book Company, price $3.75. 


the | 


nm, S.W.19. LIB 6281 (6 lines) 


~ Remember 


Best for quality * 
* Best for 
Best for eslour * ein 


LEWIS KNIGHT & COMPANY 
8 Chingford Mc. Rd., E.4. LAR 224)/2 
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POINT OF SALE 
ADVERTISING 


LTD. 


Specialists in the production 
and placing of advertising 
material for all uses, including: 


Window Pelmets 


Bus Streamers & Targets 


New London Office : 
13 Duke Street, London, W.!. 
WELbeck 1258 


Portfolios of Samples are avail- 
able for the use of Advertising 
Agents and their Clients. 


siqwRooms 
cxXHIBITIONS 
DISPLAYS 


GORDON A. JACKSON 
GREAT CASTLE STREET 
crRcus W.!. 


Telephone MUSeum 7168 


3 


For 

top flight 
Typography 
contact 


JOHN C.WRIGHT 
HOLborn 1345 


DESPATCHING 
SHOW CARDS? 


Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


FGCURTIS PAPER 


& tO. LTD. (eleuAGe 

PRINTING £ 
PACKAGING 
SPECIALISTS 


185 HAYDONS RD. 
WIMBLEDON, S.WI9 
Ieh. LIBERTY 45/4 


DIE-STAMPING 


FOR ALL 


ENGRAVED STATIONERY 


FRANK E. SEARY LTD. 
Cramer St., Marylebone High $t., W.1 
WEL 5248 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


Brass blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal. 
NOBBS & AYCKBOURN 

GREEN, E.C.I 
Est. over 40 years 


leading the way 
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We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 


295 Camberwell New Road 
London, S.E5 
Tel: RODNEY 5811/2 


Specialists in Pt 
Printing Processes for 
Advertising, Disp! 


and Exhibition 


See Ware about 


Publicity Pictures 


with a news angle 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (oapaass) LTD. 
28a Basinghall St. Londen, £.C.2 
Pe Tmepnttion 0084-7 


Photographic 


4 ANY 
Prints| <i 
Write or Phone | QUANTITY 


photowo:l.* 


Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.i 
Phone: WELbeck 0938-9 


COMMERCIAL AND 
COLOUR PHOTOGRAPHERS 


ESTO 1917 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone FRO 1018, 1019 

Photographic Illustration Ltd 

85 Cromwell Road, $.W.7 


R. FOX L” 


OF HAMPSTEAD, N.W.3 


ENLARGING 


is OUR 


BUSINE 


rnone HAM 9868 5 nes 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000 000 


az <o 


3 Dorset Buildings, 
Salisbury $q., London, E.C.4. 


CENTRAL 5300 or 7921 


RPUATARPRaASLres 
“ile _ 


ar hee 


wie 


COWDEROY 
AND MOSS 


L/MITED 


Photographers & Colour Specialists 
25 MANCHESTER SQUARE, W.! 
Telephone: HUNecer 991! (2 lines) 


ENLARGEMENTS 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, $.E.1 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 


Cut-out relief letter:.g, ready gummed, 
SK rny y ~ Lees Range of sizes 
3/16 to 12 inches. 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.I! 


Tel. PARK 9431 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL’S 
ef course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 
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AD MAN’S BOOK- 
a. -) re 


chapter for a fresh edition of 
Ellinger’s classic on poker. 
Agonising prospect. 

Eventually Ellinger found the 
ideal solution. “I shall write the 
chapter for nothing,” he ‘O- 
mised, “on two conditions. Fou 
are to get me a year’s subscription 
to the New Yorker and to lend 
me your best shorthand-typist 
for a day.” With this aid, rein- 
forced by a full bottle of whisky, 
Ellinger polished the chapter off 
in seven hours. It is the most 
readable in the book. 

Why has nobody s 
such possibilities to essor 
Phillips? He is probably great 
fun in the lecture room. ce“ 


Facts about 
London 


Post Office London Directory, 1956, 
published by Kelly's Directories Ltd., 
Price £5. 
ONE again a new edition 
—it is the 157th—of this 
invaluable annual is upon us. 
Once again the facts of Lon- 
don are minutely classified, 


sted 


and as usual weighty 
volume comes smartly on 
time 


This year, in addition to the 
three important and familiar 
sections (commercial, trades and 
streets), the following further 
separate (and each in its own 
sphere no less important) sections 
contain a great wealth of the 
most varied information, the 
general nature of which is indi- 
cated by their respective titles: 
Law, private residents, parlia- 
mentary, postal, city and muni- 
cipal, ecclesiastical, transport and 
country gazetteer, banking, and 
official. 


Found nowhere else 


The streets section of the direc- 
tory is invaluable in respect of 
the information it contains rela- 
tive to the names of the business, 
professional and many private 
occupiers, because such data is 
impossible to obtain in the same 
form from any other individual 
source. 

The whole of the directory is 
subjected to complete revision 
each year, and the absence of 
change in the general outward 
appearance of the volume is in 
contradistinction to the vast num- 
ber of alterations within. 

Of particular note is the street 
plan (issued with the volume), 
which is constantly under revision 
and brought up to date each year. 
It forms an invaluable 
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AD MAN’S BOOK.- 
SHELF —continued 


addition to four sectional plans 
on a scale of four inches to a 
mile, a large area of congested 
central London is dealt with in a 
specially enlarged section of a 
six-inch scale. 

Widely acknowledged to be an 
essential part of all up-to-date 
business equipment, in addition 
to its functions as a buyers’ guide 
for tracing fresh sources of supply 
and a sellers’ guide for manu- 
facturers and wholesalers for the 
development of new markets, it is 
especially important for checking 
on inquiries, efficient and econo- 
mic planning of deliveries, revis- — 
ing records, devising postal and 
personal ees and rae, 


Guide to UK | 
industry 


FBI Re 
—1956. ith edition, published for the 
Federation of British 


Kelly's Directories Ltd.. 
Sons Ltd. Price 42s. 


and Iliffe and - 


“ONE of the problems of an | 

increasingly diversified | 
pattern of world trade is how | 
to bring together the willing | 


buyer and the willing seller. 
One of the many ways in which 
the Federation of British 
Industries has for many years 


played a part in this essential — 


process has been the publica- 
tion of the FBI Register.” 
In these words the president 


of the FBI, Sir Graham Hay- | 


man, introduces the 1956 edition 
of this comprehensive and 
accurate guide to a substantial 
cross section of British industry. 
Listed are the 


services of over 7,000 member 


firms under more than 5,000 — 


alphabetical headings. 
fi Reference for buyers 


A feature providing a highly 
-.N reference for buyers not 
fully conversant 
product terms, is the French, 
German and Spanish glossaries. 
These give translations of every 
product term used in the main 
buyers’ guide, each being num- 
bered for easy reference between 
the English headings and their 
translations. 

Other sections include a com- 
plete alphabetical directory of 
FBI member firms listing their 
full names, addresses, range of 
products or services, etc., and in | 
many cases additional informa- 
tion, such as branch offices, | 
overseas agents, subsidiary com- 
panies, etc.; particulars of 
approximately 300 trade and 
industrial associations affiliated 
to the FBI; brands and trade 
names of manufacturers with 
reproductions of registered 
trade marks of FBI members. 


HYPNOCOLOR 
a oa 
SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Dr, Johnson's Heuse) 
Telephone: CITY 2787 


er of British Manufacturers 
Industries by | 


H. J. RYmah Led., fong es- 


tablished in the West End 
as Stationers & Printers, 
now operate a quality 
Silk Screen. pice ae 


specialising ‘in high: class 


‘showcards and window 


display material. Estim- 
ates are 
promptly. Phone Museum 

3 or write to (Silk 


Screen Dept), 6, Great. 


Portland Street, W.1.. 


Pe | 


roducts and | 


with British | 


POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35 Merton Rd., London, SW18 
Telephone: VANDYKE 6860 


YORK WAY, LONDON, N 
— NORTH 3327-8 
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When next 
a QUALI 


have 
job 


PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
* SHOWCARDS 
* CUT-OUTS, Etc. 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP. 4178 & 5771 
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FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 
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SILK SCREEN 


Jano | 
LETTERPRESS 


ee 
long or short eee 
ee Any Material 


OBELISK PRESS&SIG\S LTD, | 


Myron Place, London, $.£.13 | | 
Lee Green 6133/4 | 
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CUT-OUTS - DISPLAYS 


~ SILK 
SCREEN PRINTING 
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‘JOHN C. WRIGHT 
HOLborn 1345 
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142 HEN ACHICKENS COURT 
' FLEET STREET, £.6.4 
Telephone: Chancery 9266 


TUDOR ART AGENCY LTD. 


representing 
FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884) 


* photographic ’ 
RETOUCHING 


@ ‘notural”’ retouching 


2 Doughty Street, W.C.! 


COMMERCIAL ARTISTS 


EXHIBITIONS & DISPLAYS | 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 
es & DISPLAY 


in RUBBER LATEX 
fa, THE WALDRONS. 


OYDON, SURREY. 
Phone : Croydon 1343 


THEATRE & EXHIBITION | 
CONTRACTORS LTD. 


26 Progress Way Croydon 2624 


Specialists in Exhibition 
Feature Construction, 
Stage Decor and 


vit 
ON ICE! 


mpia . Radio Earls Court 
Food Fair . Theatres 


Rad 
Daily 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 6241 
DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 

ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 


J WATSON \2n00 iF5 


BASSEIN HOUSE 
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The side wall animated display of the drink being poured into a glass 
can be seen from far off. Yellow and white tungsten lamps provide 
the illumination. 


Prominent display of a 


glucose drink 


A POWERFUL way of 
ensuring recognition of 
a product is to illuminate a 
facsimile of it (and its name) 
and display it from a position 
where thousands of potential 
customers can see it. On the 
Great West Road at Brentford, 


Middlesex, Lucozade Ltd. have - 


utilised the clean lines of their 
factory to install an animated 
illuminated sign specially 
designed and constructed by 
Claude-General Neon Lights 
Ltd. 

The sign is fixed to the west 
elevation of the office building 
and is a representation of a 
bottle of Lucozade; eight feet in 
length. Its outline is formed by 
a single line of “jasmine yellow” 
fluorescent tubing and its label is 
composed of red tubing. Below 
it is a wine glass 3 ft. 9 in. in 
height, formed of “sign white” 
tubing. 

A flow of sparkling Lucozade 
is created by yellow and white 
tungsten lamps which flash in 
random sequence to give the 
illusion of the glass filling up 


SIGN-WRITING 


WO00D4 METAL LETTERS - POSTERS 


TICKETS /LLUMINATED $/ON3 


while the bottle empties. When 
the glass is full the sign cuts off 
and then starts again. 

Fixed above the bottle is the 
name sign “Lucozade” in 44 foot 
block letters illuminated by a 
double line of red tubing fitted 
into the steps of each letter and 
a single line of “jasmine” colour 
Cleora tubing which is super- 
imposed upon the faces of the 
letters. Beneath the animated 
sign is the legend : “Replaces lost 
energy” in 24-inch letters, illu- 
minated by a single line of super- 
imposed red tubing. 


Repetition of name 

High on the front elevation of 
the building is fixed the name. 
“Lucozade” in 24 foot letters 
followed by the words: “The 
sparkling glucose drink” in lower- 
case letters lit by light blue 
tubing. The brand name is re- 
peated on the west side. 

To complete the eye-catching 
display there is another sign on 
the east elevation which reads : 
“Lucozade replaces lost energy.” 
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The thread of the story » LA WER 


THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 
AGENCY: Dolan, Davis, Whitcombe & Stewart Ltd. 
ART DIRECTION: Kenneth Martin 


ADVERTISER: Dobeckmun Company (Overseas Division) 
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THE GRAPHIC ARTS 
—a weekly news survey 


FLATBED LETTERPRESS ‘MAY 
BECOME OBSOLETE’ 


Over 250 leading publishers and a number of print users were at 
Church House, Westminster, recently, as guests at a luncheon given 
by Norwich printers and bookbinders Jarrold & Sons Ltd. Chairman 
and managing director H. John Jarrold, in a talk on new methods of 
printing and book production, said that to-day’s features were changes 


in every department. 

He listed colour photography, 
high cost of handwork, increased 
speeds, larger sheets, the increas- 
ing quantity of paper handled, 
the increased costs of handling 
and storage, and other increases 
in the costs of paper and raw 
materials as vital factors at the 
moment. 

“Letterpress printing from type 
is likely to change to rotary let- 
terpress, using rubber, thin metal, 
or plastic plates,” he forecast. 

“The high-speed Dow Etcher 
and electronic engraving 
machines are giving better and 
cheaper results for blocks, but 
letterpress will remain threatened 
by coming developments in litho- 
graphy and gravure in illustration 
printing. 

“The rotary will give greater 
speed and, by its greater preci- 
sion, will help to remove time- 
wasting make-ready, and the flat- 
bed letterpress may be as obso- 
lete as the flatbed lithographic 
machine in a few years’ time.” 

Monochrome lithography, said 
Mr. Jarrold, was becoming in- 
creasingly important, especially in 
line and type work. Book re- 
prints from oy copy retained 
the quality of the original and in 
foreign language and technical 
work avoided the risk of error. 

He paid tribute to the research 
carried out by PATRA’s labora- 
tories in Leatherhead and to 
foundations in America and 
other countries. 

President of the Publishers’ 


Council’s course 


on publishing 


A course on publishing and 
book production will be held 
under the auspices of the British 
Council in London from April 29 
to May 12. 

The course is primarily in- 
tended for men and women with 
a good knowledge of publishing 
techniques who are seeking new 
ideas and methods, and will be 
on the lines of similar courses 
held in 1952 and 1954, 

Leading personalities in the 
book world will contribute to the 
course, and there will be visits 
to Cambridge University and to 
a large printing works in 
Norwich. 

Applicants should be men and 
women from overseas who are 
professionally engaged in pub- 
lishing. The fee for the course is 
£40. The director is John 
Hampden. 


Association, J. Alan White, on 
behalf of the guests, thanked 
Jarrolds for the luncheon. He 
also spoke of some of the diffi- 
culties being experienced by 
publishers. 

“British printing facilities at 
the present time are inadequate 
to meet publishers’ needs. We 
cannot get our work done quickly 
enough. When I started work in 
publishing, about 30 years ago, 
four months was considered the 
standard time required to produce 
an average new book. 

‘Congestion’ 

“Now six to nine months is the 
average time taken, and some 
books take a year. But what is 
worse is that the congestion in 
printing works and consequent 
slowness of production can very 
easily prevent a publisher from 
following up a success. And 
following up a success is what 
we all live by,” he said. 

It was justice, said Mr. White. 
to recognise that since the war 
British publishers have, with a 
smaller labour force at their dis- 
posal, managed, largely by means 
of more up-to-date machinery and 
by ingenuity of organisation, to 
produce more books than they 
did in the years before 1939. 
This was a considerable achieve- 
ment. 


STD meetings 


Meetin of the Society of 
Typographic Designers will be 
held on Thursday of next week, 
when a talk on “Watermarks” 
will be given by Horace Martin, 


Spicers Ltd.; on February 23, 
“Screen Printing,” S. P. Mac- 
kenzie; March 22, “Producing 


the World’s Best Seller,” Norman 
Bratt, publishing manager, the 
British and Foreign Bible Society; 
and April 26, “Effect of Contem- 
porary Artists on Commercial 
Design,” Kenneth Wood, painter 
and designer. 
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Seen here are some of the winners of the typeface recognition contest 


organised by ‘Printing News.” 


Competitors were asked to recognise as 


many typefaces as possible from a mural in Fuller's Jiffy Bar in Ludgate 


Circus, London. 
Drayton, Middlesex. 
Vincent Steer and R. L. H 


The original printing for the mural, which depicts some 
300 typefaces, was by Alfred Bastien, 


the Typographical Centre, West 


Standing in front of the mural are (left to right): 
Geoffrey Bensusan, Geoffrey Timbrell, W. Harold 


Butler, Mr. Bastien 


Barnes. Prizes were given by Fullers Lid. roe | 


Mr. Bastien. 


COST ESTIMATOR 
REVISED 


Vincent Steer has revised the 
instructions to his “Lightning 
Estimator” for type display. 
These revisions, he says, clarify 
certain points on classification 
and include a schedule of charges 
in minutes uare inch. 

He has also added a third unit 
to his system—a ready reckoner 
which converts square ems of 12 
point to square inches and gives 
the estimated cost of various 
operational times in each of the 
eight classes of display from 250 
square ems (7 square inches) to 
2,000 square ems (56 square 
inches) at various hourly rates. 

The complete system costs 
£1 1s. Previous purchasers of 
the chart may obtain free copies 
of the revised instructions and the 
ready reckoner. 


LTS handbook 


Compiled by W. F. Potts, joint 
financial secretary of the London 
Typographical Society, the Com- 
positors’ and Printers’ Handbook 
for 1956 has been published by 
the LTS. 

The 96 pages include items of 
interest to most people in the in- 
dustry. Among these are details 
of wages, lost time, overtime and 
holiday charges, income tax 
tables, foreign accents and char- 
acters, group names, impositions, 
ink difficulties, paper sizes and 
folds, and several pages of display 
types. 

The size of the handbook is 
54 in. by 34 in. 


New French research laboratory 


A new package testing and 
research laboratory costing about 
£140,000 has been set up in 
France. It is the only one of its 
kind in the country. 

The official opening, which 
took place shortly before Christ- 
mas, was attended by Dr. G. L. 
Riddell, PATRA’s director of 
research. Its title is Le Labora- 


toire General Pour Emballages 
(LGE) and it is at 105 Boulevard 
Suchet, Paris 16¢e. 


The laboratory, which is in a 
converted building at the Auteuil- 


Bologne Railway Station, 
occupies approximately 10,000 
sq. ft. It is a replacement for 


an earlier one of the same name 
which was operated jointly by 
the French Railways, the asso- 
ciations of both solid and corru- 
gated fibreboard case makers and 
the Gummed Paper Tape Pro- 
ducers’ Association. 


New press for 
Portsmouth 


group 

A new high-speed rotary print- 
ing press capable of printing 
180,000 newspapers an hour was 
officially started at the Ports- 
mouth offices of Portsmouth and 
Sunderland Newspapers, Ltd., by 
Samuel Storey, MP, chairman of 
the company, last 

The press replaces other rotary 
presses which have been in use 
for more than 50 years. In 1877, 
when the Portsmouth Evening 
News was first published, the 
newsprint was fed by hand into a 
flat-bed machine which was cap- 
able of turning out, if all went 
well, some 2,000 copies an hour. 

Until 1895, when the News 
offices were transferred to new 
premises, a Marinoni printing 
press and two Farmer rotary 
presses served the requirements 
of the News and the Hampshire 
Telegraph. 

At the new premises two 
presses were installed and were 
followed a few years later by two 
Hoe machines. A Foster press 
was transferred from the Southern 
Daily Mail office in 1905 when 
that paper was amalgamated with 
the News. This was used for 
printing the Telegraph and the 
Football Mail. 

Finally, after the first world 
war, three Hoe presses were ob- 
tained. These were in constant 
use until the ao wages of the 
Hoe and Crabtree high-speed 
press. 

Before starting the press Mr. 
Storey was presented with a 
framed water-colour from mem- 
bers of the staff. 


Holiday brochure 


statistics 


Ten tons of pa r went into 
the production of the 1956 More- 
cambe and Heysham _ holiday 
guide, of which 40,000 copies 
have been printed and are being 
distributed to travel agents, 
coach proprietors and other 
interested organisations in 
response to postal applications. 
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HEADING FOR SOME HEADACHES 


Wirn years of experience as secre- 
tary of the Association of Specialised 
Film Producers, the Screen Advertis- 
ing Association, and the Display Pro- 
ducers and Screen Printers Associa- 
tion, Laurence G. Parker now re- 
linquishes these three appointments 
to become secretary of the Television 
Programme Contractors Association. 

have no 
eee doubt that he 
~~ will need all 
the skill and 
knowledge at 
his command, 
for it will be 
quite a while 


before the new 

? m= - andlivelycom- 

he = > mercial tele- 

: : ; visionindustry 

My gets over its 

growing pains, 

; and some of 

ot these pains are 

bound to take 

the form of 

headaches for Mr. Parker! Doubt- 

less his Scottish toughness will stand 
him in good stead ! 

Son of a Wigtownshire farmer, he 
took his MA and LLB at Glasgow 
University. After the war (France, 
Belgium, head wound at Dunkirk, 
then work with Personnel Selection), 
he joined the ASFP as secretary in 
1946, and later became secretary also 


of the Screen Advertising Associa- 
tion. The DPSPA_secretaryship 
came about five years ago. He 
has seen all three bodies grow in 
membership, influence, and value to 
advertising. 


Vice-Consul now 


Dublin PRO 


A YOUNG woman who has been 
Brazilian Vice-Consul in Dublin for 
the past twelve years has joined the 
public relations staff of McConnell’s 
Advertising Service, Dublin. She is 
Miss Frances Byrne, daughter of 
the late Michael P. Byrne, one of 
Ireland’s best-known sportswriters 
and broadcasters. 

Miss Byrne served with the Bra- 
zilian Foreign Service until the 
Consulate in Ireland was closed a 
few months ago, and was then 
offered a transfer to the Legation in 
Pretoria or the Consulate in Algeria. 

She decided to resign the Service 
and remain in Ireland, and—until 
her appointment to McConnell’s— 
has been programme investigator 
for Radio Eireann’s “Common 
Bond” feature of which Eamonn 
Andrews is chairman. 

In her new job she will be work- 
ing with another woman, Miss 
Mildred Collins (recently married to 
drama critic Conor O’Brien), who 


* ADVERTISING MANAGER’S CORNER f 


PROGRESS 


Why should our history and progress interest you ? 
Simply because it can spell the end of your 
headaches over display material. 

After all, people have been handing their display 
worries Over to us for 42 years, and we have 
naturally learned a lot about the subject in 


that time. 


Visit our showrooms and see for yourself what 
we are doing for some of the largest national 
advertisers, and you will realise that our service 
can be a big help to you too. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel.: REGent 3295-6-7 


REPORT 


JANUARY 20, 1956 


One of the designs which Willy Szomanski entered for the 1955 International 
Display Contest organised by the American journal ‘‘Display World. 


has been a McConnell PRO for 
some time. ; 
Miss Byrne's younger _ sister, 
Esther, is on the staff of William 
G. King, advertising features man- 
ager, Independent Newspapers. The 
two girls share a flat in the Dublin 
house where Oscar Wilde was born. 


Direct mail 
shafts 


OF the three speakers at the 
British Direct Mail Advertising 
Association’s annual dinner at the 
Hyde Park Hotel last week, W. A. S. 
Camp was serious, Lord Luke was 
humorous, and Lt.-Col. Alan M. 
Wilkinson nicely balanced these 
two elements. 

A story of Col. Wilkinson's that 
went down particularly well was 
that of the man who had seven sons. 
The first was a politician, and the 
second was also a liar; the third 
was a financier, while the fourth 
was in the next cell; the fifth was in 
direct mail, and the sixth also made 


a fortune. The seventh was a 
bachelor, like his father. 
Col. Wilkinson also gave an 


unanswerable example of the advan- 
tages of direct mail, from his own 
experience. 

As a result of an investment of 
2s. 6d. a few years ago, in reply to 
a little orange envelope sent to him 
from someone at Liverpool, he 
received a not unwelcome telegram 
that read: “Congratulations on 
winning £1,016 Os. 10d. in our 
Treble Chance last week.—Little- 
woods”! 

Like many other people present, 
I was greatly interested in the 
research project mentioned by Mr. 
Camp. There are all sorts of things 
that direct mailers would like to 
know about what happens to a 
“shot” when it goes into a business 
premises or a private house—who 
opens it, who reads it, what are the 
many factors that cause it to suc- 
ceed or fail. 

But, I understand, a great deal of 
work will have to be done on the 
planning stage of the research before 
any action is taken. 

The whole function was, I 
thought, undoubtedly the most suc- 
cessful that the BDMAA have yet 
held 


Seated at my table, by the way, 
were H. L. Clarkson (director, S. H. 
Benson Ltd.), Stuart Mander (adver- 
tisement director, the Newnes 
Group), and Mr. Clarkson's slightly 
older brother Arthur (deputy pub- 
licity manager, General Electric Co.). 

The two brothers look so much 
alike that, so Arthur told me, they 
are frequently mistaken for each 
other. 


Awarded gold and 
silver medals 


BBEFORE me on my desk lies a 
photograph of a poster produced for 
the Cyprus Information Office. A 
most effective stylised affair com- 
posed of grapes, oranges, lemons, 
flowers and a wine flask, it is “ full 
of the warm South.” Let us hope 
that before long, it is this delectable 
idea which the word “ Cyprus” will 
evoke in people’s minds. The artist 
was Willy Szomanski, who visited 
the island last 
year. Heis in 
the news again 
for he has been 
awarded a 
gold medal 
and a silver 
medal in the 
International 
Display Con- 
test for 1955 
organised by 
the American 
monthly digest 
Display 
World. There 
were 3,648 en- 
, tries from all 
over the world in 98 different cate- 
gories. 

Mr. Szomanski submitted designs 
for displays and exhibitions adver- 
tising BEA, BOAC, Alitalia, the 
BBC, etc.; and he is not even 
certain which of them secured him 
the awards. 

Winning awards is no new ex- 
perience for him. In 1953 he won 
a bronze medal in a Display World 
contest and two years earlier the 
Display Producers’ & Screen Printers’ 
Association’s Holstius Cup for a 
BOAC display unit. 

Born in Poland 44 years ago, he 

raduated at the Academy of Arts, 
arsaw, where he won the first 
prize of his year for poster work. 


CONTACT 


~ 


“Yes, Carruthers, I know my 
neighbour is a client—but 
I’m blowed if we'll move 
our washing line.”’ 
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Here’s a spanking-new magazine that 


will ring Easter bells in every young 

woman’s heart — and in every adver- 
tising manager’s too. It’s My Story 
Magazine —-the Argus Press NEW 1/3d. © 
monthly. News of the first issue of My \ 
Story Magazine on 23rd March is exciting y 

for advertisers as well as readers. And 
. here’s why! 


It’s tailor-made 


to the reading needs of the women under 35— 

especially the ‘young marrieds’—i.e. the group NY a 

with the biggest purchasing power. My Story 

Magazine will meet the nation-wide unsatisfied It offers low rates 
demand for a magazine made up mainly of fiction Advertisers who book before the first number will 


plus starred features. enjoy these really attractive rates for at least the first 
P six issues! — £50 per page . . . £2 per inch (black 
It’s bound to sell and white) (Type area 94” x 62°). 


—it’s backed by the drive and publishing know-how / t ’5 col 0 urf u / ! 


that have raised sales of True Story Magazine and 

True Romances to a record 500,000 and Photoplay For only £75 per page, advertisers can use two 
to 250,000! First print order of “My Story Maga- COLOURS (photogravure) and, for £120 per page, 
zine”’ will be 200,000. FOUR colours! (litho offset, back cover only). 


A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LIMITED - 8/10 TEMPLE AVENUE + LONDON E.C.4 + FLE 3514 
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Newnes folder 
details ads 


A folder issued by Stuart Mander, 
advertisement director of George 
Newnes, gives details of advertise- 
ments available in the Newnes’ 


me and Display Encyclo 
fourth edition of which will 
published late this year. The 
encyclopedia will contain illustrated 
articles, trade directories and 
reviews of the latest developments 
in petiagies and display. 
will be 27 separate sections. Full- 
colour and two-colour advertise- 
ments and special insets will be 
carried. Advertisement rate is £50 
a page Slack and white, £65 two 
colours and £95 full colour. The 
third edition had over 150 adver- 
tisers. 


* + * 

A new poster for Motor Cycling 
is to be used throughout the coun- 
try. It is lithoed in four colours, 
green, — arey and black. 


* 
Next ae s ieee i issue of John 
Bull will be advertised in the Daily 
Herald, Daily Express, Daily Mail, 


People and Evening News, and 
classifieds in the Sunday Times, 
Observer, Times and Daily Tele- 
graph. 
+ 
The Ev Standen is 
a new £100 Competition. Orele 


vision viewers can select the TV 


rsonality = the week. First 
fs £50, second £30 and third £20. 


Publications News and Notes 


is publishing three 
special ial numbers for the Monte 
lo Rally. This week's issue 


contains a preview and a report on 
the start of the Rally. Next week's 
will give a full report of the event, 
with illustrations, and the issue of 
February 3 will contain a full. list 
of all awards 7 a review of the 
Rally. * 
The eighth in ne series of com- 
oy of allt, Hovala of The Buying 
Readers has 
ae yo published. It deals with 
jellies, custard powders and blanc- 
manges, one cake  mmecan 
~ 


Patterns for woollen jumpers will 
be given in an eight-page, pull-out 
knitting book with the February 
issue of Everywoman. The issue 
will be supported by advertising in 
the national and provincial press. 

* * * 


This week's Picture Post con- 
tained the second of the magazine's 
Holiday Guides for 1956. It was 
well supported by advertisements. 

* * * 


Since 1950, Good Motoring has 
quadrupled both its sale and its 
advertisement content. In 1950 its 
quarterly sale was 20,000; its ABC 
sale as a monthly for July-Decem- 
ber 1955 is 46,522. 

” * > 


Early next month the Mail 
and the Sunday Dispatch will each 
publish a book of their strip-cartoon 
stories of Rip Kirby and “Susie” 
respectively. Each book will cost 
1s. 6d. Supporting publicity will be 
given to the books in the respective 
papers. 


To check your facts... | 


Ask PLAYERS 


FLEet Street 9093 


We work in the closest contact with the 
media we represent. For some we handle 
their entire advertisement department. 
It isn’t surprising therefore that we 
can give you full, accurate and up-to- 

date information on any and every 

point. You can check your facts 
in a minute by ringing us up. 


E. W. PLAYER LTD., 
30 FLEET STREET, LONDON, E.C.4 


The London Office 
for some of the best 
media in the country 


JANUARY 20, 1956 


Twenty designs for spring wear will 
be included in a special eight-page 
pull-out supplement, “Fashion For 
You,” in the February number of 
Wife and Home. Front cover of 

the issue is above. 

* * * 
The March issue of Office Maga- 
zine will be a Business Efficiency 
Exhibition Number. It will carry a 
nek ee plan, and guide to the ex- 
ibition, to be held at Bingley Hall, 
os from February 20 to 


~ * * 

A promotion folder giving details 
of the special spring boom issue of 
The Smaltholder (Newnes) has been 
despatched to advertisers and agents 
throughout the country. 


New comic 


on first number of a new 12- 

full-colour weekly comic, 

» was published by "nema 

Leng on Tuesday. It was launched 

with advertisements in the London 

Evening News, Star and Thomson's 

own Weekly News. One minute was 

also booked on last Sunday's com- 

mercial television. comic will 
carry no advertising. 

* * * 

Decoration and furnishing of 
small homes will be the theme of 
the February issue of Ideal — 
which will be supported by nati 
and provincial press advertising. 

* * * 

This week’s Everybody’s, in which 
Miles Campbell tells of the tasks 
which face Sir Edmund — in 
the British Transantarctic Expedi- 
tion, .is supported by a country- 
wide display of double-crown 
posters. 

* * * 


Corrosion Prevention And Con- 
trol, which was first published in 
March, 1954, with a guaranteed 
minimum monthly circulation of 
5,000 copies, has increased to 
a new large size with the January 
issue. The circulation is now 7,100. 

* 7. * 


This week’s Farmers Weekly will 
contain details of the journal's hedg- 
ing contest at Stamford, including a 
map of the site and a list of entries 
and exhibitors. 

* * * 

This week-end's issue of Saturday 
Evening Post will contain a special 
feature celebrating the 250th anni- 
versay of the birth of Benjamin 
Franklin, first editor of the Post. 

* *x * 

A new book, Holidays in Boats, 
is to be published by Temple Press 
Ltd., in association with The Motor 
Boat and Yachting. It will sell at 

s. 


The directors of Benn Brothers 
Ltd. have declared a three per cent 
dividend on the Preference shares 
for the half year ended December 
31, (same) and a five per cent 
interim on the ordinary shares 
(same). Both, less tax, are payable 
on February 15. 

* * * 

Ten thousand copies of a souvenir 
programme in connection with the 
Netherlands Week in Sheffield, 
March 3 to 10, containing a com- 
plete summary of events and exhibi- 
tions taking place, are to be printed. 
Advertising rates are: full 
£30; half-page £17 10s. Advertise- 
ments are being handled by Albert 
Milhado & Co., Ltd. 


Loyal lights 


Eight neon signs | consisting of 
3 ft. "iemess reading “God Save the 
Queen” have been ordered from 
Claude-General Neon Lights Ltd. by 
the Electricity Corporation of 
Nigeria for the forthcoming Royal 
visit to that country. 

7 * 


Colin Turner (London) Ltd. have 
been appointed British and Euro- 
pean advertising representatives of 
the Radio Times of Sarawak, a fort- 
nightly publication, printed in 
English, Chinese and Malay. It 
claims the largest circulation of any 

blication in the Colony of 

rawak. 
* * * 

Of the nine awards by the Govern- 
ment of India in connection with 
the Indian Industries Fair, two were 
awarded to the Burmah-Shell 

avilion, designed by Keymer’s 

mbay office. The awards were a 
silver shield for architectural design, 
and a gold shield for the applica- 
tion of art in industry. 


Archers’ PR 


Harry Oakes (“Dan Archer’’) and 
Gwen Berryman (“Doris Archer") 
of the BBC’s “Archer” family have 
appointed Holden’s Press Bureau to 
handle all their press and public 
relations. 

* * * 

Thomas De La Rue & Co., Litd., 
held their annual sales convention at 
the Café Royal. Principal execu- 
tives and sales personnel from the 
four divisions of the company 
attended. 

* * * 

Since the beginning of the year 
3,000 copies of Scarborough’s new 

ublicity booklet have been sent out 

y —. e * 


Betty aie has taken over 
press relations for Chez Vera Ltd., 
who specialise in maternity wear. 

* * * 

Peter Collins Press Services Ltd. 
have been appointed to handle the 
og and public relations for Duro- 

at (E. me Ltd 

* . 
Mom aa address: Granada TV 
Ltd. (sales and advertising 
pom be to Heddon House, 
149 Regent W.1, from 


Street, 
January 23. 
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Puzzle-find the people 


We've been informing you, amusing you, or boring you for some Come and talk to us anyway. 
weeks now (and we'd be interested to know which!) with this We can introduce you 
series of advertisements about how to interest people. Now a word to MILLIONS of people 
about finding the people to interest. It’s one thing to have some- .. . or to a carefully 
thing interesting to say and another to get the right audience to listen. selected few. They will be 
If you are puzzled about selecting your audience, or about the right people for 
finding a large enough audience at a cost you can afford, come and your product. And when 
talk to us about media. Or if you’re not sure who should be in we've selected them, 
your audience, come and talk to us about marketing. we'll INTEREST them. 
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§. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081. 18 LLOYD STREET, MANCHESTER 2. Deansgate 5691 
21 LEIGH STREET, LIVERPOOL. Royal 8661. RUSKIN CHAMBERS, 191 CORPORATION STREET, BIRMINGHAM. Central 7705 
and CHAPMANS ADVERTISING LTD., HORTON STREET, HALIFAX. Halifax 4781 
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Current Advertising 


Ronson launch new lighters with 
‘heavy advertising’ in nationals 


A heavy advertising campaign to 
launch a whole range of new Ron- 
son lighters is scheduled for the 
national dailies in May, June and 
July. Large spaces have been 
booked: for the — a lighter 
embodying the swivel-base filling 
device, at 35s., and an addition to 
the Cadet range, the Cadet-Adonis, 
at 28s. 6d. 

In the home-lighter field, Ronson 
are marketing three Minton lighters, 
the bases of which are of genuine 


hand- painted Minton china. There 
are also additions to the Wedgwood 
series 


Advertising in the nationals, the 


Passap knitting 
machine attachment 


The Passap knitting machine rib- 
bing attachment was _ introduced 
officially uy distributors, Leighton, 
Baldwin, Cox & Co. (Wholesale) 
Lid., at a reception held at the 
Waldorf Hotel. 

The attachment will be distributed 
through leading departmental and 
wool stores. | full-scale national 
advertising campaign starts with an 
insertion in the Radio Times on 
February 3. This will be followed 
by further spaces in women’s and 
home magazines, specialised jour- 
nals, provincial papers and _ the 
trade press. Agents are Digby Wills 


provincial press and in national 
magazines in March, April and 
May, starting with a hal e in 
the Daily Express on March 4, is 
scheduled to support sales of the 
Ronson electric shaver. 

The shaver will also be supported 
by dealer incentives and bonus 
offers as well as improved deferred 
payment terms. Agents for Ronson 
Products Ltd. are Crow- 
ther Ltd. 


Tootal introduce 
‘no iron’ fabric 


Tootoile, a new cotton dress 
fabric which is claimed to need 
“next to no ironing,” is bein 
introduced by the Tootal Broad- 
hurst Lee Co., Ltd., with large space 
trade press advertisements. 

The new product will carry the 
Tootal Guarantee and has taken 
nine years of research to produce 
says the company. Announcing the 
new fabric A. V. Symons, chairman 
of Tootal Broadhurst, stated that 
it was of “major importance to the 
future of cotton.” 

National advertising will be in 
Sunday papers and women’s maga- 
zines. It will start on February 26 
in the Sundays, followed by full- 


ages in women’s magazines in 
arch. Agents are W. S. Craw- 
ford Ltd. 


LONDON 


73 GROSVENOR STREET, 
LONDON, W.1! 
Telephone : 
GROsvenor 8228 


ROE 
TELEVISION E: 


LIMITED 
Directors : GRAHAM ROE, DEREK J. ROE 


MANCHESTER ¥©- 


20 ST. ANN’S SQUARE, = 
MANCHESTER, 2 
Telephone : 

BLAckfriars 9786 

(4 lines) 


or hy 
REGIONAL 
programmes 


Swim cap ads 
in March 


Starting in March extensive adver- 
tising will boost Kleinert’s swim 
caps, Viking Fashion swim caps and 
a new production, the Viking Sava- 
Wave cap, will be featured. 

Handled by G. S. Royds Ltd., the 
scheme will be using weekly and 
monthly women’s magazines, Pic- 
turegoer, and many other journals 
covering swimming, and trade in- 
terest fields. 


First TV spot 


First TV advertising spot for 
greeting card publishers Raphael 
Tuck & Sons, Ltd., will be screened 


on Friday, February 10. A one- 
minute boost for their Valentine 
cards will appear on the 


shopping programme “Give a Valen- 
tine Party.” The commercial is 
claimed as the first that any greeting 
card publisher has used on_tele- 
vision in this country. C. J. Lytle 
(Advertising) Ltd. are the agents. 
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Birmingham TV spots 


The new Aer Lingus television 
campaign, which is scheduled to 
start at the end of this month, 
will be using the new Birming- 

station for at least nine 
commercials, in addition to those 
broadcast from London. These 


pril period. Agents 
are Foote, Cone & Belding Ltd. 


National Soup Week 


“The big st Heinz promotion at 
the best selling time” is how H. J. 
Heinz phew their National Soup 
Week, which will run from January 
30 to February 4. Large spaces in 
national dailies, provincial papers, 
women’s magazines, together with 
peak-time television commercials in 
the London area and an extensive 
poster campaign, are all planned. 
Agents are Young & Rubicam Ltd. 
More Current Advertising on 
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page 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


AUSTIN HEALEY cars for Col- 
man, Prentis & Varley Lid. 
PENKALA PRODU LTD., 


manufacturers of Roll-Tip pens 
for Erwoods Ltd. 

SOUTHERN OIL CO. LTD., 
manufacturers of Veltex and 
Snowdrift shortenings and other 
cooking fats, for F. John Roe 
Ltd. Campaign using full pages 
in bakery journals. 

W. A. HALSTEAD LTD., paints 
and distempers, for Froud & 
Partners Ltd. Campaign for new 
semi-solid Thixotropic paint in 
the near future. 

ROTARY HOES LTD., manufac- 
turers of Howard Rotavators, for 
Charles F. Higham Ltd. Cam- 
= using general interest, 
orticultural magazines and farm- 
ing journals. 

VICTORIA INSURANCE CO. 
LTD., using technical {rr 
READ & CAMPBELL 
using technical and trade press; 
CITY AND METROPOLITAN 
BUILDING SOCIETY, using 
daily and London suburban 
papers; accounts for the Brandis- 
Davis Agency Ltd. 

NEEDHAM VEALL & TYZACK 
LTD., manufacturers of Kleen 
Cut Cutlery, for Don Earl Pub- 
licity Ltd. Women’s magazines 
ts — press campaign being 


eixten ‘GROUP; WINDSOR 
STAMP CO.; MARTIN _ DIS- 
PLAY, Watford; WILTSHIRE 
& CO., incorporating Sidney R. 
Hall; accounts for Reid Walker 
Advertising Ltd. 


Campaigns 


COOPER MCDOUGALL & 
ROBERTSON LTD., using half- 
pages in Radio Times, John Bull, 
Picture Post, Illustrated, Reader's 
Digest, Punch, women’s <4 8 
zines and spaces in trade press for 
Household Aerosol, Moth-aire 
and Fresh-aire. (Charles F. 
Higham Ltd.) 

FLIT INSECTICIDE, using Radio 
Times, national dailies, magazines, 
television, and trade _ press. 
(McCann-Erickson Advertising 


td.) 
TOOTAL BROADHURST LEE 
CO., LTD., using national Sun- 


days, women’s magazines and 
trade press to introduce Tootoile 
cotton dress fabric. (W. S. Craw- 
ford Ltd.) 

AER LINGUS, using commercial 
television from London and Bir- 


mingham. (Foote, Cone & Beld- 
ing Ltd.) 
RONSON PRODUCTS’ LTD. 


using national dailies, general 
interest magazines and provincial 
press for lighter and shaver cam- 
paigns. (Mather & Crowther Ltd.) 
PASSAP KNITTING MACHIN 
using Radio Times, women’s an 


home magazines, specialised 
journals, provincial papers and 
trade press. (Digby Wills Ltd.) 


BAIRNS-WEAR LTD., using ex- 
tensive list of women’s me 
magazines and trade press. (Gee 
Advertising Ltd.) 

KLEINERT’S SWIM CAPS, using 
weekly and monthly women’s 
magazines, Picturegoer and trade 
press. (G. S. Royds Ltd.) 

J. & E. ATKINSONS, using large 
spaces in Woman to announce 
Atkinsons’ Ribbon Twist lipstick. 
(Lintas Ltd.) 

ALVIS LTD., using overseas avia- 
tion magazines. (Havas Ltd.) 
VALDERMA., using women’s maga- 
zines in Germany. (Havas Ltd. 

F, W. HAMPSHIRE & CO., LTD. 
using commercial! television from 
London and Birmingham. (Nap- 

per, Stinton, Woolley Ltd.) 

H. J. HEINZ, using large spaces in 
national dailies, provincial papers, 
women’s magazines, television, 

sters and trade press for 
ational =. Week campaign. 
(Young & Rubicam Ltd.) 

RAPHAEL TUCK & SONS LTD., 
using commercial television. (C. J. 
Lytle (Advertising) Ltd.) 

LIFEGUARD DISINFECTANT, 
using large spaces in national 
dailies, women’s and general in- 
terest magazines, provincial 
papers and trade press for com- 

tition campaign. (McCann- 
rickson Advertising Ltd.) 

MAX FACTOR, using national 
press, magazines and _proviacial 
papers to introduce Hi-Fi fluid 
make-up. (Crane Publicity Ltd.) 

MAYBORN PRODUCTS LTD., 
using hardware and gardening 

ress for Killer Kane, new device 
= hs rt killing. (Winter Thomas 
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We’ve got 
SWINDON 
taped! 


Why should Swindon be of particular 
interest to you? 


Because 
it is a rapidly expanding town, more prosperous 
than ever before. 


Because 

59%, of its 69,000 inhabitants are already house 
owners, when the average for the whole country 
is only about 30%. 


Because of the following interesting facts: 


Retail turnover- - - - - - ~- = £10,652,400 
Men employed - - - - - += = - = = 31,250 
Women employed - - - - - - - «+ 12,710 
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ADVERTISER'S 


Of the impregnable position of the “Evening 
Advertiser’’. Three out of every four families buy 
it or have it delivered. It is the most certain and 
economical means of reaching the Swindon 
family in its home. 


Because 

We have recently carried out a survey of Swindon, 
which can tell you all you want to know about 
this promising market. 


We've really got the town “‘TAPED’’! 


But let us tell you more. Enquiries to :— 
T. G. N. Pearce, 

London Advertisement Director, 
Westminster Press Provincial Newspapers Ltd., 
P.O. Box 265A, Newspaper House, 
167/170, Fleet Street, London, E.C.4. 


WEEKLY 


~— Evening Advertiser 


SWINDON 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


A.B.C. (30,883) 
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CURRENT ADVERTISING (continued) 


Press and TV campaigns for 


insecticides to start soon 


Heavy advertising for insecticides 
and moth repellants will break in the 
near future. Cooper McDougall & 
Robertson Ltd.’s new drive for 
Cooper’s Household Aerosol, Moth- 
aire and Fresh-air is scheduled to 
start in May A concentrated cam- 
paign for Fiit, using press and tele- 
vision, is also planned. 

Advertising in the Cooper's cam- 
paign will be using half-pages in the 
Radio Times, John Bull, Picture 


Roll-Tip for Erwoods 


Erwoods Ltd. have been appointed 

to handle advertising for Roll-Tip 

which are manufactured by 
enkala Products Ltd. 


Post, Illustrated, Readers’ Digest, 
Punch, and women’s magazines. 
Ages om are Charles F. Higham Ltd. 
- Erickson Adve 
Ltd., agents for Flit, say that this 
year the Flit campaign will be “con- 
centrated into fewer publications 
with more insertions.” Television 
will be used for the first time and 
the press schedule includes national 
dailies, Radio Times, magazines 
and the trade press. 


Luxembourg success 


Following the success of the Radio 
Luxembourg broadcast sponsored 
recently by the Kemp's Group of 
Publishing Companies for _ their 
Jersey Blue Book Holiday Guide, 
more time was taken on Monday 
in the “Handfull of Stars’ pro- 
gramme. Agents: Willings Press 
Service Ltd. 


| 
} 
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£3, 000 | prize in 
Lifeguard contest 


Top prize in a new Lifeguard 
contest is a £3,000 house. Other 
prizes include 80 Hoover washing 
machines and 40 Hoover steam 
irons. 

The contest will be advertised 
from mid-February with spaces 
booked in the Daily Express, Daily 
Mirror, Daily Mail, Daily Herald, 
Illustrated, Woman, Woman's Own, 
Woman's Weekly, John Bull and 
also thé provincial press. Agents 
for Lifeguard are McCann-Erick- 
son Advertising Ltd. 


Bairns- Wear schedule 
starts in February 


A * spring advertising cam- 
paign for Bairns-Wear Lid. is 
scheduled for February, March and 
April. Media to be used includes 
Everywoman, Good Housekeeping, 
Modern Woman, Homes and Gar- 
dens, Housewife, Woman's Journal, 
Mother, Mother and Home, Woman 
and Home, My Home, Vanity Fair, 
Wife and Home, Home, Woman 
and Beauty, Woman, Good Taste, 
Home Chat, Home Notes, Radio 
Times, Woman's Companion, 
Woman's Illustrated, Woman's Own 
and Woman's Weekly. The trade 
press is also being used. Agents are 
Gee Advertising Ltd. 


@ DISPLAY UNITS 
@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE ARE 
THE ACTUAL 


MOREY 


BARNET, HERTS. 


We design and make! 


MANUFACTURERS 


Our experience of sales and practical advice is readily available to 


you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


(BARNET) 


Telephone: 


Designed by 
CHAS. F. HIGHAM LTD. 


LIMITED 
Barnet 3222 


| how 
mechanism, said Mr. Baker. 
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MP attacks ‘pig-headed 
obstinacy’ 


of textile 


industry on labelling 


Advocating the 


“informative. labelling” 


of textiles to protect 


customers from goods of inferior quality, Miss Elaine Burton, MP 
for Coventry South, told members of the Textile Institute in Man- 
chester last week that she would like to see a consumers’ advisory 
service which would have a national centre to which consumers could 
take goods not up to a published standard. 


The centre should be em- 
powered to bring prosecutions 
against retailers or manufacturers 
who had wrongly labelled goods. 

The labelling should include 
the fibre content, expressed in 
percentages or in order of pre- 
dominance by weight, and there 
should be a classification mark 
as to the performance standard, 
to include such things as crease 
resistance, moth proofing and 
waterproofing, and methods of 
washing or dry cleaning, she said. 

“This information has to be 
supplied on a good deal of 
material we export. I cannot see 
any reason, except plain pig- 
headed obstinacy, why it cannot 
be supplied on the same material 
we sell at home.” 


Interest growing 


Since 1950 there had been a 
growing public interest in the 
informative labelling of textiles, 
but some manufacturers. of 
branded goods were not too 
happy about what she had been 
trying to do. 

Although they took the line 
that there was no need for any- 
thing more than brand names, 
there was nothing to guarantee 
that the branded goods of 20 
years ago had maintained their 
quality. 

Asked how many people she 
thought were really dissatisfied 
with the goods they bought in 
shops, Miss Burton replied that 
while the Retail Trading-Stan- 
dards Association had brought 
only 16 prosecutions, there were 
“well over 1,500 they could have 
brought.” 

From other remarks Miss 
Burton drew the deduction that 
the meeting favoured quality 
and performance labelling but 
not contents labelling. 


} 


A new book display stand for the 
Collins “94” Bible made from 
hardboard laminated with grained 
paper to give the appearance of 
wood, is being introduced to 
stationers and booksellers. The 
stand has been produced for the 
publishers, William Collins Sons and 
Co. of Glasgow Litd., by Acme 
Showcard and Sign Co., Lid. 


Art show PRO 


John Webb Press _ Services, 
Ltd. are handling press relations 
for the fourth Courier Exhibition 
of Fine Arts which opened yes- 
terday le at 26, Conduit 
Street, W.!l 


More Slesical Niitedtinins needed 


Addressing members of the 
Technical Publications Associa- 
tion at University College, 
London, C. Baker, technical pub- 
lications manager of Handley 
Page Ltd., said there was a grow- 
ing need in industry for illustra- 
tors capable of improving the 
presentation of technical infor- 
mation in instruction books and 
manuals. 

Illustrations were often essen- 
tial to simplify the explanation of 
to assemble an _ intricate 


The fundamental need was for 
illustrators who knew the prob- 
lems, mental attitude and envir- 


onment of the engineer and 
mechanic, so they could clarify 
exactly those aspects of a subject 
which the workman would tail to 


said that the illustrator 
must remember that technical 
publications were read in places 
where they were subject to 
grease, dirt and rough handling, 
and where instant and correct 
interpretation was vital. Clarity 
was therefore essential. 

Colour was of value in techni- 
cal illustrating mainly as a means 
of identification, such as differen- 
tiating between pipelines and 
cables. 
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Sir William Baird 


The death occurred last week at 
Glynn Park, Carrickfergus, of Major 
Sir William Bafrd, managing pro- 
prietor of W. & G. Baird Lid., 
Belfast, publishers of the Belfast 
Telegraph and allied newspapers. 
He was 83. 

Sir William was the younger son 
of the late William S. Baird, princi- 
pal partner of the firm, which first 
published the Belfast Telegraph in 
1870. Much of its expansion was 
due to Sir William's brother, Sir 
Robert Baird, whom he succeeded 
as managing proprietor on his death 
in £934. 

A recognised authority on news- 
paper production, Sir William was 
constantly concerned to equip his 
business with the most up-t 
plant. 

He was associated with the Bel- 
fast Newspaper Society, the Master 
Printers’ Association, the Belfast 
Chamber of Commerce, the UK 
Commercial Travellers’ Association, 
the United Commercial Travellers’ 
Association and the Institute of 
Journalists. 

As president of the Northern 
Ireland Amateur Athletic Associa- 
tion he organised the international 
cross-country race at Balmoral. 

Lord Brookeborou a 
Minister of Northern friend 
paid the following tribute to a 
William : ‘ 

“As proprietor for many years of 
the Belfast Telegraph, he was 
respected as a man of great practical 
knowledge and foresight. 

“We remember, too, his many 
efforts in the interests of the 
country’s defence during the last 
war when he was responsible 
through the Belfast Telegraph for 
the raising of £90,000 for the Ulster 
Spitfire Fund.” 

Sir William is survived by Lady 
Baird and two daughters. 

His only son, illiam Robert 
Baird, who succeeded him as chair- 
man and managing director on his 
retirement in 1951, was fatally 
injured in a motor racing accident, 
in July, 1953. 


Obituary .. . 


S. H. Hampson 


Pe. former editor and proprietor cf 
the Salford City Reporter, Captain 
Stuart Hirst Hampson, MC, national 
chairman of the British jon, was 
found unconscious in a sleeper in 
the midnight train from Manchester 
to Euston on Thursday morning of 
last week. Captain Hampson was 
dead on arrival at University College 
Hospital. He was 61. 

Captain Hampson joined the 
tamity publishing business founded 
by his father and later run by his 
mother. Following the death 
of his only son, who was to have 
followed him as editor, Captain 
Hampson sold the paper after the 


J. H. Parham 


Joseph Henry Parham, formerly 
managing directqar of Provincial 
Newspapers Ltd., died in a nursing 
home at Sevenoaks on Monday. He 
was 81. 

He started in the newspaper world 
with Edward Lloyd at Lloyd's Paper 
Mills (now Bowaters) at Sitting- 
bourne, and later came to London 
and moved to the London Daily 
Chronicle, which was owned by Mr. 
Lloyd, becoming circulation mana- 
ger of the aowentoe. 

When the Daily Chronicle ceased 

ublication on May 31, 1930, and 
Scosane merged with the Daily News 
as the present News Chronicle, Mr. 
Parham i the late Jack Aker- 
man and they took over the pro- 
vincial properties of United News- 
papers Ltd. 

He later became general manager 
of Provincial Newspapers Lid., and 
in due course managing director. 
He retired in November, 1954. 

Mr. Parham’s wife died in 1939. 
The funeral will be held at Golders 
Green on Monday at noon. 


A. Taylor 


Archibald Taylor, of Laurence- 
kirk, editor and peblisher of the 
Kincardineshire Observer for nearly 
30 years, has died. He was 64 


a and Gazette 


Joun Kerroor byosk of East Grin- 
stead, Sussex, founder of the J. K. 
Clayton Advertising Agency, Man- 
chester, and former chairman and 
president of the Manchester Publicity 
Association, left £6,421 18s. 7d. gross, 
£6,311 7s. net value. (Duty paid £189.) 

Cuartes SterHen Davey, of Eyhurst 
Close, Kingswood, Surrey, mana 
director of James Davey Sites Ltd., a 
director of Gharman, Davey, Callie and 

., and James Davey Publicity 
left £19,515 @s. 4d. gross, 
£18,736 17s. Lid. net value. 

Cuaates Sranway Harrison, of 
Halifax, director of William Patterson 
(Printers) Ltd., left £3,437 4s. 7d. gross, 
£3,346 9s. 4d. net value. 


DAVID CHANCELLOR, of Highcroft, 
Dover House Road, Rochampton, of 
the publicity division of the J. Arthur 
Rank Organisation, left personal estate 
in England and Scotland valued at 
£5,641 15s. 4d. 

Mrs. May Netite Penrose Lane or 
Harrinoton, of Temple Gardens, E.C.4, 
company director of the Savoy (Publish- 
ing and Sales) Co., left £40,628 Is. 8d. 
gross, £40,038 10s. 5d. net value. 


DonaLp Noet Grepons, of Tettenhall, 
near Wolverhampton, managing director 
of William Gibbons Ltd., printers, 
secretary of the Wolverhampton Master 
Printers’ Association 1937-1946 and 
President 1947-49, left £31,509 2s. 3d. 
gross, £31,238 7s. lid. net value. (Duty 
paid £6,632.) 


write : 


TO PERIODICAL PROPRIETORS 


Well established firm of London advertising contractors 
with excellent record of success and good business 
relations with national advertisers and agents through- 
out Great Britain and Ireland would like to hear from 
proprietors of general trade or technical periodicals 
who desire to increase their advertising revenue. Replies 
will be treated in strict confidence. Principals please 
Managing Director, 


Box No. 2854 
Advertiser’s Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


Lambe & Robinson 
require a 
Senior Layout Artist 


He will work on important and 
interesting national accounts. 

He must be capable of preparing 
anything from a first rough visual to 
carefully finished client’s layout. 

He requires experience, enthusiasm 
and flair. 

His salary will be fixed, generously, 
in accordance with his capabilities and 
past achievement. 


Junior Typographer 


He will work under supervision but 
will nevertheless require a thorough 
knowledge of type and a worth-while 
period of experience in the preparation 
of mark-ups, adaptations, etc. 

We consider this work important 
and are prepared to pay the right man 
well and to see that he has every 
opportunity for advancement. 


Write or telephone for an appointment to: 


THE ART DIRECTOR 
LAMBE & ROBINSON LTD. 


169 Regent Street, London, W. 1. 
REGent 8621 
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A WARNING TO ‘OVER-ZEALOUS’ PLANNERS 


Removal of advertisements ‘can rob 


shopping areas of vitality’ 

A warning that if control of outdoor advertising is over- 
zealous, the established shopping centres of Middlesex may 
lose something of their commercial vitality, is contained in a 
memorandum prepared by the county planning officer, B. J. 
Collins, for the Middlesex County planning committee. 


The county planning officer 
says that the challenge procedure, 
“with the chain of effects to 
which it may give rise before an 
advertisement can be removed, is 
onerous, and should not be un- 
dertaken unless both the adver- 
tisement is sufficiently objection- 
able and a satisfactory result can- 
not be achieved by negotiation.” 

“I think this is generally appre- 
ciated,” he says, “but the point 
seems to be worth stressing that 
challenges should not be em- 
barked upon unless the benefits to 
be derived from them in each case 
are clearly perceptible.” 

In a review of the operation of 
the Control of Advertisements 
Regulations since they came into 
full effect in 1951, the county 
planning officer comments that 
it is significant that 185 adver- 
tisements have been removed or 
altered by negotiation without 
compensation, 

Appeal results 

Of the 102 co that had 
been heard by the Minister fol- 
lowing challenges, 31 had been 
upheld and 71 dismissed by the 
Minister. Compensation had 
been paid for removal in only 35 
cases to date. 

In 13 cases challenge had re- 
sulted in the approval of appli- 
cation for permission to retain 
the advertisements concerned 
without modification. 

In an analysis of the Minister’s 
decisions on appeal, the report 
says that while the decisions are 
not always consistent, it is pos- 
sible by close study to discern 
broad principles. 

The Minister has supported 
Middlesex in the challenge of 
advertisements in residential 
streets and adjoining open 
spaces, particularly in respect of 
hoardings on the flank walls of 
houses. But his support was not 
so evident on advertisements in 
shopping and business areas. 

Only when there is evidence of 
a proved danger to road users 
is the Minister likely to accept 
the contention that an advertise- 
ment should not be allowed be- 
cause it is a distraction—that is 
to say, only in those cases will 
he accept the grounds of decision 
relating to “public safety” as 
distinct from “amenity.” 

Decisions on appeal seem to 
be least consistent where adver- 
tisements are on shop premises 
above the levels of their facias. 

New signs and hoardings pro- 
posed in this position are fre- 
quently refused on appeal; but 
existing advertisements above 
facia level, particularly those 
which have been up for a long 


time, seem to be regarded by the 
Minister as part of an existing 
street picture which should be 
allowed to remain. 


Nevertheless, an odd advertise- 
ment on the otherwise clear 
fagade of a shopping parade 
may well be refused, particularly 
if it is a commercial poster site 
and not a trader’s sign. 


The Minister, he says, appears 
to hold the view that advertise- 
ments are a normal adjunct to 
the street scene of old business 
centres and that unless there is 
the strongest reason there will be 
little justification for either indi- 
dividual or wholesale removal. 


Mr. Collins makes more “de- 
tailed suggestions” as to sites 
which should be challenged in 
(a) residential areas or on agri- 
cultural land or on the Thames 
Riverside, and (b) shopping 
streets and industrial areas. 


Finally, he emphasises that no 
policy should be inflexible, as 
“there will always be the eccen- 
tric or unusual and it would be 
unwise to apply too rigid a 
standard.” 


Moreover, it might be neces- 
sary to challenge advertisements 
which otherwise would be im- 


mune, if they formed part of a 
group of advertisements having 
collectively an adverse effect on 
the amenities of the locality. 


| 


Folding display 
This high-low shower display has 
been designed for builders’ mer- 
chants’ showrooms and folds down 
into a compact unit. The metal le; 
stand is also easily removable. It 
was designed by Peter J. Dixon and 
constructed by Art Display Service 
for the Barking Brassware Co. Ltd. 


New art agency 


is set up 


The Mansell Collection has 
been acquired from Hutchinson, 
the publishers, by Miss Louie 
Boutroy, the former owner of the 
Rischgitz Collection, which she 
sold shortly after the end of the 
war to Hulton Press Ltd. She 
and her partner, George Ander- 
son, have completed the re- 
arranging and classifying of the 
Collection, which has now been 


established as an art agency. 


J. J. McCann, the collector, Eoin O’Mahoney, who edited the exhibition. 
and Maurice Gorham, pune = gana Radio Eireann, discuss 
the exhibits. 


EXHIBITION PROCEEDS FOR IRISH CHARITY 


The Canadian Ambassador to 
Ireland, H. E. Albert Rive, pre- 
sided at the opening of an exhibi- 
tion of autograph letters and 
documents, owned by J. J. Mc- 
Cann, managing director of 
Radio Review, Dublin, in Brown 
Thomas’s Little Theatre, Dublin, 
on Monday. 


The exhibition is being held to 
raise funds for the Advertising 
Benevolent Society of Ireland. 
The documents on view include 
some signed by Abraham Lin- 
coln, Queen Victoria, the Duke 
of Wellington, Harriet Beecher 
Stowe and Napoleon. 


Bristol 


‘Very important 


elements’ 


Describing advertising and public 
relations as “undoubtedly very im- 
portant elements in the economic 
country,” Sir 


Club News 


structure of the 


Stephen Tallents said there was a 
need for a close study of their own 
economic value against the general 
background. 
_ Sir Stephen, who is public rela- 
tions adviser to the Advertising 
Association, giving a talk on the art 
and practice of public relations at 
a meeting of the Bristol and West 
Publicity Club, said ideas were 
really powerful in the world of 
to-day. 

Even the “cold war” was a war of 
ideas, he suggested. 


Bournemouth 


‘Good PRO’s do 


not cheat’ 


The good PRO doesn’t cheat the 
editor. He gives him “value for 
money,” Colin Wintle, director of 
Hart, Lidbury & Associates Ltd., 
told Bournemouth Publicity Club 
members at their monthly Grand 
Hotel luncheon. 

One had to go deeper than the 
usual hand-out and “see” publicity 
stories in comparatively unrelated 
things. One could not always assess 
the value of press relations as one 
could a product bought in a shop, 
because it was an art and only its 


* cumulative effect would count. 


Ad Man’s Diary 


Monday, January 23 

PUBLICITY CLUB OF LEEDS public 
speaking section debate. Conserva- 
tive Club, South Parade, Leeds. 
7.30 p.m. 

Tuesday, January 24 

INSTITUTE OF PUBLIC RELATIONS 
evening lecture. Brian Samain on 
“*The Future of House Magazines.”’ 


Management House, Hill Street, 
London, W.1. 6.30 p.m. 
REGENT ADVERTISING CLUB lecture. 


A. Brook on “Print Buying—Litho 
and Gravure.”” 6.30 p.m. 
Wednesday, January 25 
ADVERTISING CLUB OF OXFORD. 
Questions about advertising from 
members of the Oxford Round 
Table. City Restaurant. . 
SDMAA meeting. Speaker: J. L. 
Verrinder, Regent Advertising Club. 
6.30 p.m. 
ASSOCIATION OF 


an 


ADVERTISERS IN 
IRELAND annual dinner. Ibourne 
Hotel, Dublin. 7.15 p.m. 
Thursday, January 26 

PUBLICITY CLUB OF THE COTSWOLDS 
meeting. R. K. Pierce on ‘‘Planning 
an Advertising Campaign on a 
Limited Appropriaticn.”’ The 
Fleece, Gloucester. 7.30 p.m. 
SOCIETY OF TYPOGRAPHIC DESIGNERS 
meeting. Horace Martin on ““Water 
Marks.”” Lecture Room, Monotype 
House, Fetter Lane, E.C.4. 7.30 
p.m. 

Friday, January 27 

PUBLICITY CLUB OF GLASGOW luncheon 
meeting. Grosvenor Restaurant. 
12.55 p.m. 
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PRITCHARD, WOOD 
want 
a very senior 


copywriter 


capable of being responsible for 

a group of national accounts. 

Besides having creative imspiration, 

he should understand the marketing sense 
that underlies successful campaigns. 


Write to: 
THE. CREATIVE DIRECTOR 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 
25 Savile Row, London, W.|1. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANI 


ADVERTISING 
MANAGER 


independent London Mail Order 


JANUARY 20, 1956 


APPOINTMENTS YACANT 


SALES 
REPRESENTATIVE 
REQUIRED FOR THE NORTH 


CLASSIFIED ADVERTISEMENTS 


POINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel 
APPOINTMENTS WANTED, 3s. per lime, 359: display panel inch. All —~— 
a Sor Se, SS Se ee , » fe 3 lines. Box No. 
charge, one line plus is. covering postage, on application: all 
advertisements under seven insertions MUST SE PREPAID. ws + “*Advertiser’s 
Weekly,” 180, Fleet Street, London, E.C4. WATerico 3388 (Ex. 25). 


5 APPOINTMENTS VACANT 2 
organisation requires manager for 


advertising department. Situations oe “The Kp ey of persons “of Labes yy ——- must 


be the Labo iuled Em 
Work consists mainly of production of ment ‘ae capleont te is a man ea 10-68 need 1839 
twice yearly fashion and general goods inclusive ymeat, is excepted from ‘the ah 


. who is experienced in Point- 


catalogues, each edition having b 


he or she, or the em 
Notificat! 


cation Vacancies Order 1952." 


150 and 350 pages, most of them fully 
iustrated in four colours. Salary 
ate with r ibility. 


Persons wich appropriate experience 
of prod hniq either in 
U.K. or abroad should in first instance 
write to 
The Secretary (A.W.), 
Freemans (London, S.W.9) Led. 

139, Clapham Road, London, S.W.9, 
giving full details of themselves, 
including age, experience and present 
salary. 


JUNIOR ARTIST, male or female, re- 
quired in studio of important manufac- 
turing firm. Plenty of scope for pro- 
ress and first-class working conditions. 
Write full particulars of experience, if 
any, age and salary required, to 
Box 2832 Ad. _ Weekly 180 Fleet St EC4 


FIRST-CLASS LETTERING ARTIST 
required for layout and drawing up for 
silk-screen printing. Good rates, good 
conditions and prospects 
Box 2837 Ad. Weekly 180 Fleet St EC4 


BOOKKEEPER AND WAGES CLERK 
(F) conversant PAYEE. Small con- 
nial Process Engravers’ Office near 
olborn Circus. Five-day week 9-5.30. 
State salary and experience 
Box 2826 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
OFFICE MANAGER 


An Office Manager is required for the London Advertise- 
ment Office of the East Midland Allied Press Group. This 
new appointment calls for a man with ability to organise 
and operate a small but efficient department. 
required to handle advertisement orders, copy, etc., and 
will be responsible for the maintenance of all internal 
records. Experience in a similar capacity is important. 
Letters only, in first instance, giving accurate details of 
experience and salary required, marked ‘“ Personal ”’, 
should be addressed to Group Advertisement Controller, 
East Midland Allied Press Ltd., 8 Breams Buildings, 


London, E.C.4. 


He will be 


of-Sale Display and having cur- 
rent connections with National 
Advertisers. Only those used to 
high level approach with com- 
mensurate income should apply. 
Existing accounts will be handed 
over. 


Modern production methods, and 
first er studio will support man 
with ideas wishing to join very 
go-ahead Company. 


Write or phone the :— 


GROsvenor 8321. 


TWO GOOD GENERAL ARTISTS re- 


quired by East Essex firm, one with 
some experience of engineering and 
technical drawing. Five-day week. 
Canteen facilities. Apply in writing in 
first place, stating age, details of q 
fications and sane required, to Pub- 
licity Manage: 

Box 2773 Ad. "Weekly 180 Fleet St EC4 


ae LADY, about 19 years, for 


sop detail and schedule work in 
ey Office, Liverpool Street area. 

experience preferable. _Intelli- 
em and initiative required. 9.15 
a.m.-5.45 p.m. Five-day week. Please 
write age, experience, wage expected to 
Box A. 588, 43 London Wall, E.C.2. 


atmosphere. 


THE ROBERT FREEMAN CO. 


Require 
Two Layout Men 


FIRSTLY, a Senior Artist in his early 
thirties who has had a comprehen- 
sive agency experience. 


SECONDLY. a junior artist with about 
3 years’ agency experience. 


Both men will work on interesting 
national consumer accounts in pleas- 
ant conditions and in a friendly 


Please write or ‘phone the ART DIRECTOR 
THE ROBERT FREEMAN CO. LTD., 
22 Hill Street, London, W.1 - 


MAYfair 9033 


LETTERING 
ARTIST 


REQUIRED 
for studio of London 
Agency. 
5-day week. 
Please write 
Box 2829 
Advertiser's Weekly 180 Fleet St €C4 


MARKET RESEARCH department of 


large London Advertising Agency has 
vacancy for a research executive with 
previous agency experience. 
position advertised offers scope for 
initiative in a cheerful and progressive 
atmosphere. Pension fund, etc. Apply 
with full +." of education and 
experience, 

Box 2841 Ad. ° Weekly 180 Fleet St BC4 


YOUNG MAN 23-25 


For print buying in advertising 
department of large National 
Advertiser with headquarters 
in Hertfordshire. Please write 
(in strict confidence) giving full 
details of experience and salary 
required to Advertising 
Manager. 
Box 2839 


Advertiser's Weekly 180 Fleet St EC4 


VACANCY for 


OLD-ESTABLISHED London Advertis- 


ing Agents with many technical 
accounts, have regular work available 
for visuals and finished artwork of 
every description 

Box 2848 Ad. Weekly 180 Fleet St EC4 


advanced Publicity 
Manager with knowledge of press and 
ideas for advertising. Responsible 
sition at Billy Smart's Circus, Wink- 
eld Zoo, Windsor. Mark envelope 
Advance Publicity Manager. 


RETAIL TRADE ASSOCIATION pub- 


lishing monthly journal for members, 

requires man or woman to take com- 

roe charge under General Secretary. 
iting, layout and advertising experi- 

ence essential. Starting salary £700. 

Please write 

Box 2833 Ad. Weekly 180 Fleet St EC4 


PUBLICITY MANAGER 
requires 


PERSONAL SECRETARY 
AND ASSISTANT 


Must be good organiser, first- 
class stenographer, and be pre- 
pared to work on own initiative. 
Knowledge of advertising and 
press world essential. Com- 
mencing salary £500 per year. 


Box 28651 
Advertiser's Weekly 180 Fleet St £C4 


WANT TO BE AN 
ACCOUNT 
EXECUTIVE? 


Well known London Agency 
(L.P.A.) has an immediate vacancy 
for an Assistant Account Executive 
who is good enough to become a 
fully fledged Executive when he 
has had two or three years of the 
right experience. A man of 
personality and ability who is at 
present working in Production or 
Media may well be suitable. 
Experience as an Account Exe- 
cutive is not vital but some 
agency experience is essential. 
Staff pensions and assurance 
schemes, five day week, etc. 
Write stating age—which should 
be about is ~aupavionts and 
starting salary required to 


Box 2844 
Advertiser's Weekly 180 Fieet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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January 20, 1956 


APPOINTMENTS VACANT 


STOWE & BOWDEN 


LONDON 
have a vacancy for a 


PRODUCTION 
ASSISTANT 


This is an opportunity for a 
young man aged between 20/25, 
who has received some initial 
training in block ordering, 
and production detail, to 
assistant to Production 
Manager in busy expanding 
department. 
Write or ‘phone for appoint- 
ment. 


169, Piccadilly, London, W.1 
Tel: HYDe Park 9681 


LONDON INDUSTRIAL PUBLISHING 
GROUP seck man capable of using 
initiative and personality to sell adver- 
tising space. Experience desirable but 
not essential. Excellent prospects, in- 
cluding pension scheme, for the right 


man 
Box 2838 Ad. Weekly 180 Fleet St BC4 


THE BRITISH PRINTER 
REQUIRES AN 


ADVERTISEMENT 
REPRESENTATIVE 


—-_ under 35 years of age, with 

irst-class record. A substantial 

salary and excellent prospects offered 

to the right man. Telephone for 

weenadene or submit full details of 
in to :-— 


The General Manager 
“ The British Printer,” 
Wellington House, 
125/130 Strand, London, W.C.2. 
Telephone: TEMple Bar 9884 or 1766 


London. Duties involve preparation 
of leaflets, catalogugs and adverts. 
Knowledge of exhibitions and general 
ge routine. Age, experi- 


Box 2789 Ad. Weekly 180 Fleet St EC 


PRODUCTION 
MANAGER 


press and print 
required for small but growing 
London Agency. 


The man we want has had at least 
5 years experience in maintaining 
press. schedules and in seeing 
through print and engravings and 
should have a good agency back- 
ground. Rapid advancement in 
responsibility and earnings is as- 
sured after worth is proved. State 
fully education, experience, salary 
required. 

Present staff know of this appoint- 
ment. - 


Box 2863 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXPERIENCED 


Square, W.C.2. 


CREATIVE VISUALISER 


A man who really can create good visuals and who 
is as happy at expressing his own ideas as in inter- 
preting those of others, will find full scope with us. 
He will also find congenial people, a refreshing free- 
dom from bureaucratic regimentation, a salary that 
should leave his mind free of care in working hours, 
and plenty to do. If this job attracts you, please 
apply by letter for an interview, stating your age, 
brief summary of experience, and the salary which 
would content you, to the Art Director, John Tait 
and Partners Ltd., Grand Buildings, 


PRODUCTION 
MAN 
required 


by progressive agency (I.P.A.). 
The man we are looking for 
must be fully conversant with all 
aspects of production procedure. 
Salary according to age and 
experience. 


WriteZor phone— 
Production Manager, 


Crane Publicity Led., 
|, Fitzroy Square, W.! 


Trafalgar 


ADVERTISEMENT REPRESENTA- 
TIVES already handling trade or tech- 
Midlands, 
Counties and Scotland, 

required by new engineering journal 


nical publications § in 


growing fast and backed by first-class 
rer 


publicity 

basis. Excellent prospects Apply to 
Advertisement tor, stating age, 
experience, and present representation. 
Box 2834 Ad. Weekly 180 St BC4 


NORTHERN SPECIALISTS 
NEEDED 
Ideal conditions and attractive 


salaries Fo offered to Flexi- 
ey 

oe: an 
iyost_ Artists for the 

aoe northern branch of 
oburn Studios Ltd. Interviews 


will be conducted in Manchester. 
Applicants are invited to write to 
WOBURN STUDIOS LTD. 
49/50, Woburn Place, London, 
W.C.1. 


CREATIVE ARTIST (IDEAS MAN), 
capable of suggesting designs io 


catalogue covers, 


cards, 
kagi' pane an (including labels, 
a ——_ Fs tops and wrappers). Wide 


am = of variety of 
__Ltd., Midland Road. 


MALE ORDER ane with letterpress 
London 
—— Man with Agency ould ‘be 


experience, required for 


tion Department experience would 
suitable. 
ence and sal: 


Box 2827 Ad 3. Weekly 18 180 ‘Pleet St BC4 


processes an 
advantage, Walsall Lithographic Co. 


Apply, with —_ of experi- 


PUBLICITY 
ASSISTANT 
required 


Young man with all round advertising 
experience required for the Publicity 
Dept. of a specialised engineering 
company in North-West jon area. 
Previous editorial and _copy-writin 
experience jal and k 
production — « an advantage. 
An excellent and py . 
for a keen oon om who com- 
pleted National Service and ~~ A can 
write good English fluently. 
A five-day week, excellent canteen, 
sports and social club facilities. 
Apply giving age, full details of experi- 
ence and salary required to 


Box 2857 
Advertiser's Weekly 180 Fleet St €C4 


EUSton 806! 
ba ig WRITER. = Experience 
in technical journalism or technical 
copywriting is the qualification for this PRODUCTION. Young man with 


ability—versatile and meticulous—re- 
quired to join an expanding Agency 
offering a permanent, pensionable 
appointment. Write or telephone the 
Secretary, Roles & Parker Ltd., Rapi 


appointment in the Publicity Depart- 
ment of a Company making resins and 
adhesives for many industries. A 
technical qualification, especially in 
engineering or chemistry would be 


helpful. Pension scheme and canteen House, Turnmill Street, E.C.1. 
facilities are available. Please write, _(CLErkenwell 0545.) - nei 
Stating age, and enclosing «sj JUNIOR REPRESENTATIVE required 


pecimens 
of published work, to pe Research 
_ itd., Duxford, Cambr idge, 


GENERAL ARTIST required. " Capabie 
of a finished artwork of good 
standard ive-day week, good con- 
ditions and _ interesting work in 
expanding West End sane. Brief 
details and salary requi 
Box 2825 Ad. Weekly 180 F Fleet St BC4 


with working knowledge of advertis- 
ing. Age about 23. Progressive posi- 
tion for the right type of +e Ly 
Apply in writing =. appoi to 
Sales Manager. atie tn cir 118 
_ Chancery Lane, London, WC.2 
LETTERING IMPROVER wanted. 
ga Studio, 61 Carey 


SERVICE ADVERTISING 


WANT ANOTHER 
FIRST CLASS 
VISUALISER 


if you are a really top-line visualiser working on 
a greup of accounts in one of London's leading 
agencies and feel that your experience and ability 
warrant a change for the better, we would like to 
hear from you. 


The man we seek is already earning a good salary and 
he knows he’s worth more. We are not interested in 
normal humdrum competence. We want flair and unusual 
ability. if you can't match this need, please don’t waste 
your time or ours. If you can, let us have a factual letter 
saying what you've done, what you are doing, and what 
salary you are getting. 


The job is one of unlimited scope for the right man. 


Write: ART DIRECTOR 
SERVICE ADVERTISING COMPANY LTD. 
77 BROOK STREET LONDON, W.! 


Phone 


your classifieds 


WAT 3388 (Ex. 25) 
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SERENA | CLASSIFIED ADVERTISEMENTS 
auiene oo ca 


The answering these advertisements mast 


Local Otice ofthe Minty of Labour or « Schedu ae FIRST CLASS 


Young finished artist wanted for = ive or a woman aged 18-59 ‘inclusive 
. A the from the provisions of the 

ogney studio, Mensly lettering, but ef Vacancies Order 1952." SALES 

ability to tackle simple line drawings 


and other work an advantage. Write REPRESENTATIVE 


pv Rigger Bical Awe Reaiiy progrenive epeate a a 
, someon . ight icant. t e ability, 
McGRAW-HILL PUBLISHING co. yd "ad Gomeialiw. "Satoms 
experience an advantage. 


P - Write in confidence giving details 
requires two additional to Managing Director. 


Profit Sharing and Pension Schemes. 


S. C. PEACOCK LTD. 


218221 Regent St, London, Wt. SPACE REPRESENTATIVES aianteiihs enn eaves ie 


YOUNG MAN required new Advertis- FOR ITS AMERICAN JOURNALS FIRST-CLASS ADVERTISING REPRE- 
ing Department about to be estab- SENTATIVES required in London and 
lished near Coventry. Must have . “ . provinces by large group of Irish trade 
knowiedge press layouts, literature. one in London and one in Midlands. publications open or enormous 
Line drawing experience essential. development. Full details to 
Successful applicant will be trans- 3 Box 2791 Ad. Weekly 180 Fleet St EC4 
ferred to subsidiary compeny ss Mes. Must be absolutely first-class to sell space in America’s ACCOUNTS SUPERVISOR = wanted. 


top ranking technical jou: Is. Up to trial balance, as ont and _— 


Box 2822 Ad Weekly 180 Fleet St BC4 Wen Sey ,-- 


Good salary, plus commission, with excellent future for 
_BOOKKEEPER/TYPIST pte ne. = aha s 
y. 
edly al semaicows Of pecicioen FIRST-CLASS RETOUCHER 
careng Mage» Fy ~~ Send detailed letter to H. Lagler, 95 Farringdon St., E.C.4. with some general drawing ability to 
Scheme. Apply work on National Accounts. 5 day 
Box 2865 week. Bonus. Telephone HOL 1676 


Advertiser's Weekly 180 Fleet St EC4 meen SAveuD 
- Li MAN for National | YOUNG MAN (23-28) for Advertisi 

EXHIBITIONS. Man required up to advertising and promotional side of Department d a North Leadon PRODUCTION ASSISTANT. 

age 40 to assist in organising and con- publishing. Some finished artwork an Manufacturers. Duties will include man or woman, aged 21-25. 
trolling exhibitions and shop displays advantage but not essential. Per- ideas, layouts and copy for catalogues Agency experience of blocks, 
and staff. Prepared to remain on duty manency in expanding organisation. and leaflets. Permanent pensionable detail and issuing essential. Write or 
4 exhibitions and travel. Salary £600 Five-day week. ‘Phone R. F. Lyons, position. Applicants to provide ‘phone for interview to Personnel 

Apply with full details of CHA 1, or write, stating experi- details of experience and salary Manager, John Haddon & Co., Ltd., 
previous experience to ence, to 66/69 Great Queen Street, required to 11 Salisbury Square, E.C.4. *Phone 
2868 Ad. Weekl: 180 Fleet St BC4 W.C.2. Box 2867 Ad. Weekly 180 Fleet St EC4 FLEet Street 8011. 


YOUNG LAYOUT MAN 
VISUALISER 


commercial artist for Required for our busy Studio. PRODUCTION 


Must be capable of preparing 
first-class —— roughs. 


Norway women Art Director for appoint- A vacancy occurs for a 


DAVID MACAULAY ADVERTISING LTD, lively assistant to help 


40 Bryanston Street, 
Versatile commercial artist, age 25-30 years Marble Arch, W.I. handle a growing volume 
assured interesting job in progressive PADdington 0073 


medium sized agency in Oslo. of interesting accounts. 


SMART LAD wired for Advertising 

Naturalistic figure, scraper, colour. Salary Department of Prominent Engineering ENCES RS 

£1,000 to £1,500 according to ability. Company. _ Agely in wring w The es es 

—— —, Cum ans 

orporation td., arnell ouse, » . 

Owing to difficult housing conditions _ Wilton Road. Londoa. S.W.1. ence is essential. 

unmarried applicants are preferred CAPABLE . ARTIST REQUIRED by 

‘ busy Advertising Agency. Slick letter- 

(although accommodation has been obtained ing, om life and visuals. Pall particu- Write for appointment, 
lars, 


for one New Zealand artist) Box 2 Tad Weekly 18 180 Fleet St ECA 


stating age, experience, 


ALFSEN & BECKER AN OPPORTUNITY educational qualifica- 


ith a view to eventual management , i 
nabontnantertil of the Advertising Department of tions and salary required 
Bankplassen | Oslo Vye & Son, Ltd., the Kentish 
Grocers, Ramsgate. to 
Young man with personality and 
WRITE GIVING FULL PARTICULARS TO: education. Art training, lettering and 
a flair 4 er kore os Box 2839 
and display. lie will need a versatile 
STUART ADVERTISING AGENCY, pom to the work, which includes 
the practical production, by silk screen, . 
37 Park Street, London, W.! of posters, sane and all types of Advertiser's Weekly 180 Fleet St £04 
sales promotion material for fifty 
branches. Excellent opening with first 
rate working conditions. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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JANUARY 20, 1956 


APPOINTMENTS VACANT 


WANTED: 
TOP FLIGHT 
REPRESENTATIVE 
to sell good class 


Creative Photography 


Existing connections with ren 
Fashion Houses or Editorials an advan- 


tage. 
Every co-operation given to the right 


Good ealeew plus commission. 
All applications will be treated in 
strictest confidence. 


Box 2716 
Advertiser's Weekly 180 Fleet St €C4 


A VACANCY occurs with a large firm 
of manufacturing chemists in outer 
London for a well-educated man or 
woman, 22-30 years of age, preferably 
a University graduate. The success- 
ful applicant will be required to write 
editorial material for a variety of pro- 
ducts, including horticultural, agricul- 
tural and photographic groups. Ex- 
perience in press relations would be 
useful, but is not essential if an appli- 
cant has the right personality for such 
work. The post will give interest and 
opportunities to a person of ability 
who intends making a career in this 
field Salary according to age and 
experience. Apply, initially in writing, 


to 
Box 2850 Ad. Weekly 180 Fleet St EC4 


YOUNG 
DETAIL 


SERVICE 
MAN or WOMAN 
REQUIRED 


with some knowledge of Pro- 
duction, West End Agency, 
good salary and prospects. 

Box 2716 
Advertiser's Weekly 180 Fleet St €C4 


DESIGNER required for point-of-sale 
displays in metal and wire. Know- 
— of plastics and board an advan- 


Box 2835 Ad. Weekly 180 Fleet Si EC4 


LAYOUT ARTIST required for offset 
litho work. Good salary offered to 
suitable applicant. No Saturdays. 
Please reply 
Box 2830 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS B ronnvenrs vacant 


HAWKE STUDIOS LTD. 
WANT 
ARTISTS 


GOOD ARTISTS 


VERY GOOD ARTISTS 


LETTERING + LAYOUT + STILL LIFE & FIGURE 
START 1956 IN A PROGRESSIVE STUDIO 


negamaan, naseeree 
DIOS L 
Write, phone or call) 29 CHENIES ST. W.C.I 


Phone: MUSeum 7441-1181 


Adaptable young 
COPYWRITER 


is offered plenty of scope 
in a busy, cheerful Agency. 
He will be required to work 
on a number of active 
accounts with strong con- 
sumer appeal. 

REID WALKER ADVERTISING LTD., 

Effingham House, Arundel St., W.C.2. 


EXPERIENCED COPY TYPIST re- 
quired by well-known West End Adver- 
tising Agency Media 

Care and accuracy essential. ‘Phone 
Mr. Goodwin, LANgham 1066, for 
interview. 


ARTISTS in Lettering or Layout wanted 
by old-established Studio offering 
pleasant working conditions. Appli- 
cants must be capable of carning high 
salary. H. & A. Dix Ltd., 12 Great 
Newport Street, W.C.2 


LONDON COMMERCIAL 
ART STUDIO, 
specialising in 
technical work, 
requires 


WORKING 
MANAGER 


Write giving details of 
experience and salary 
required to 


Box 2762 
Advertiser's Weekly 180 Fleet St €C4 


WINDOW DRESSER/DEMONSTRA- 
TOR required for Southern England by 
Portable Electric Tool Manufacturer. 
Previous experience and being licensed 
to drive car an advantage. Write, 
stating age and salary required, to 
Box 2872 Ad. Weekly 180 Fleet St EC4 


istic training. 


specimens) to : 


COPYWRITER 


(MALE NOT OVER 35) 


FOR LONDON PERIODICAL HOUSE 


His background perhaps includes journal- 
An ability to prepare rough 
visuals for studio guidance an advantage but 
not essential. Write giving details of 
experience and stating salary required (no 


Box 2836 
Advertiser’s Weekly 180 Fleet St EC4 


YOUNG LADY required for media 
department of medium sized advertis- 
ing agency. Scme typing. Ability to 
work on own initiative. Interesting 

t with good prospects 
x 2870 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE REPRE- 
SENTATIVE required in London by 
Publishers of high-class County Maga- 
zines. Someone representing other 
publications would be suitable. Write, 
giving experience, to 
Box 2875 Ad. Weekly 180 Fleet St BC4 


DISPLAY AND EXHIBITIONS 
ALL ROUND 
DISPLAY MAN 


REQUIRED 


Some experience essential, also a good 
standard of lettering. 

Well-paid, progressive, and permanent 
post. 


SINDALL & BAKER LTD. 
Brightwell Road, Watford 


LADY, experienced Ad ° 
about 20 hours weekly. uth-East 
London, in small interesting advertis- 
ing office. Congenial surroundings 
Box 2866 Ad. Weekly 180 Fleet St St BC4 


HOW WOULD YOU FILL THIS SPACE? 


Haddons have a vacancy for a typographer with 
ability, experience and enthusiasm. For an appoint- 
ment with the Art Director, write or phone The 
Secretary (Mr. A. J. Clark), 


JOHN HADDON & COMPANY LIMITED 
11 & 12 Salisbury Square, London, E.C.4. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXCELLENT 


OPPORTUNITY 
for 


KEEN YOUNG 
LAYOUT MAN 


To work on first-class accounts 


Conroy Wykes offer unlimited 
prospects, and a good salary 
to the right man. 

Apply to the Art Director — 
Mr. R. L. May 

Conroy Wykes Advtg. Ltd. 

6 Duke St. Manchester Sq. W.1 
Telephone: WELbeck 1676 


YOUNG Advertisement 
nae weekly. 
xperience not essential. 
tion for right individual. 
Box 2869 Ad. Weekly 180 Fleet St EC4 


EXPORT ADVERTISING 
ASSISTANT 


required by 
The Avon india Rubber Co. Ltd., 
Melksham, Wilts. 


Duties include distributor correspon- 
dence, production press and M sand 
and lisison with Export Division. 

to Publicity Cee” with full details 
and salary 


Manager for 
Brilliant prospects. 
Ideal situa- 


Secretary/Assistant 


to Director handling publicity and 
advertising. 


be made through 2 Local Office of the Ministry of Labour or 2 Scheduled 
Agency if the applicant is a man aged 1 inclusive or 2 woman aged 18-59 inclusive 
unless he or she, or provisions of 


JANUARY 20, 1956 


APPOINTMENTS VACANI 


& 


advancement. 


PUBLICITY MANAGER 


is to be appointed by an important firm in the field of 
building and engineering materials in the Manchester 
area. He should have experience of technical 
advertising and publicity in an industrial concern and 
be conversant with the preparation and supervision of 
printed matter, exhibitions, editorials, etc. 
salary dependent upon age and ey but not less 
than £800 p.a. with every prospect of progressive 


Box 2785 
Advertiser’s Weekly 180 Fleet St EC4 


Initial 


ASSISTANT to Manager of small West 
End Advertising Agency. Knowledge 
of book-keeping and press routine and 
—_ to type. Interesting varied 


Box 3873 Ad. Weekly 180 Fleet St EC4 


THE ADVERTISING DEPARTMENT 


of a world-wide Manufacturing Com- 
any are looking for a 
isualiser/Layout man with ideas of 
his own, a feeling for typography, and 
not above deing adaptations when 
necessary. This is an interesting and 
ogressive job with plenty of variety 
‘Or a man of not over 28 and prefer- 
ably with some good Agency experi- 
ence. First-class working conditions, 
a generous pension scheme; and there 
is a Staff Restaurant. Write, siving 
—_ of en ex 

salary requir M.928, 
Willings, 362 es Tan Road, W.c.l. 


Keen Young 
Layout Man 


with Creative ability, slick at 
Layouts and competent to Finish 
own designs for Folders Brochures 
and Trade Journal Ads: An 
interest in this small but expanding 
Studio-Agency awaits the right 
young man. 
Box 2859 
Advertiser's Weekly 180 Fleet St £04 


DESIGNER DRAUGHTSMAN (Lon- 
don) required by leading London 
exhibition contractors. jonable 


Box’ 2682 Ad. Weekly 180 Fleet St EC4 
ADVERTISING REPRESENTATIVE 
for established trade monthly. Details 
of age, education and salary required 


to 
Box 2871 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS LETTERING ARTIST 
required by expanding Studio in 
Holborn area. We offer a good 
salary, ideal working conditions, and 
a non-contributory pension to the 
right person. Why not call and discuss 
the position with us. Please write in 
first instance, stating age, experience 
and salary required, to 
Box 2874 Ad. Weekly 180 Fleet St BC4 

CAN YOU SELL advertising space on 

buses ? Are you Prepared to travel ? 
See me personally or ‘phone BLA 2607 
for an appointment. L. Gilder, 
Howards Publicity Ltd., 93 Market 
Street, Manchester, 1. 


Like to work in Scotland? 


COMMERCIAL ARTIST 


required by progressive Scottish 
Advertising Agency. Must be capable 
of producing quick visuals, finished 
art work and lettering of high standard. 
Top Agency experience essential. 
Excellent salary and prospects for man 
with vigour, imagination, ideas and 
first-class experience. Write, stating 
experience, age and salary required, to 


Box 2840 
Advertiser's Weekly 180 Fleet St €C4 


WANTED. Ideas 
Man to Finished Rough Standard. 
Write full particulars experience, salary 
required to 
Box 2823 Ad. Weekly 180 Fleet St BC4 

YOUNG LADY for Publicity Depart- 
ment typfng, shorthand and general 
office duties. Five-day week. Apply 
Stedall & Co., Ltd., 164 High Hol- 
born, W.C.1 


First-class Layout 


RETOUCHING ARTIST 


who can handle the general run 
of studio work. Pleasant job with 
excellent prospects and salary to 
the right man. Write or telephone 
for appointment :— 


PUTNAM STUDIO, 


11, Down Street, London, W.!. 
GROsvenor 2585. 


AN lly 


appointment 

as Assistant aeate ‘Officer of the 
National Milk Publicity Council is 
offered to a young man with good 
education and experience in Public 
Relations, Journalism, and/or Adver- 
tising. Duties will include co-ordina- 
tion .of public relations activities, 
liaison with the Council's advertising 
agencies, supervision of educational 
programme, etc., etc. Salary accord- 
ing to qualifications and experience 
Kindly write, in confidence, full details 
of education, experience and salary 
required to Executive Officer, Naticnal 
Milk Publicity Council, 148 Strand, 
London, W.C.2. 


VISUALISER 


for technical products wanted by West 
End commercial organisation. Good 
\ ledge of production and printing 
processes required together with ability 
to write good English. Write giving 
full details of age, experience and 
salary required to 


Box 2862 
Advertiser's Weekly 180 Fleet St EC4 


ovis & COLMAN (OVERSEAS) 


MITED require an Assistant Adver- 
tising Manager, aged about 30. The 
job has to do more with marketing 
policy and the part played in it by 
advertising than with the creation of 
publicity schemes or the execution of 
campaigns. The man who does this 
job must be capable of deputising 
from time to time for the eTseas 
Advertising Mariager while the latter 
is abroad and in due course may be 
expected himself to travel overseas. 
A upiversity education is desirable 
though not essential. Applications will 
be treated in confidence. Please apply 
to the Advertising Manager, Reckitt 
& Colman (Overseas) Limited, Dan- 
som Lane, Hull, E. Yorks. 


experience. 


career, are invited. 


An international Company, the largest in its field, 
offers an unusual opportunity to a 


SALES EXECUTIVE 


preferably between 30 and 35 and definitely with a 
record of successful selling of business services to top 
management in advertising and industry. 


Considerable expansion lies ahead for the division of 
the organisation in which this vacancy occurs and the 
scope for personal progress is wide for the man who 
can measure up to the job. 


Starting salary in accordance with qualifications and 


Contributory pension scheme. 


Applications, giving full details of education and 
They should be addressed to 


Box 2864 
Advertiser’s Weekly 180 Fleet St EC4 


The Man 


experience, to 


We Need 


ACCOUNT | EXECUTIVE 


has a pleasing personality and good advertising agency 
experience. He may be an Account Executive in need of 
greater scope and opportunity. 

He may be an “inside man” with the initiative and 
capability to make a first class Account Executive. 

If you are either of these, write, giving full details of 


Box 2858 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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JANUARY 20, 1956 


APPOINTMENTS VACANT 


LADY REPRESENTATIVE 


WANTED FOR EXPANDING 
sTUDIO 


Salary and « 
with ability and ogs Apply 


Box 
Advertiser's tect 00 Fleet St EC4 


ARTHUR 5S. DIXON LTD. require an 
experienced Voucher Clerk (lady) for 
checking and maintaining voucher 
records. Typing an advantage but not 
essential. Good salary and prospects. 
Five-day week. Luncheon vouchers. 
Pension and profit-sharing schemes. 
Apply, in own handwriting, stating 
age, experience and — 
to Secretary, Arthur S. Di Led., 
229 High Holborn, W.C.1. 


ASSISTANT PRODUCTION MANAGER 


required for 
South London Publishing Co. 
Must be fully conversant with ress 
printing processes in relation to book 
a. makeup, etc. Knowledge 
y ability to produce 
inyout Scania. Full details, experience, 
required to 


Box 2856 
Advertiser's Weekly 180 Fleet|Ste EC4 


APPOINTMENTS WANTED 


YOUNG MAN, 23, seeks position with 
prospects. First-class experience Dis- 
play, Classified and Financial adver- 
tisement departments. (Make-up. 
progressing, block ordering, copy 
chasing, proof reading, liaison with 
printers and clients.) 

Box 2890 Ad. Weekly 180 Fleet St BC4 

LAYOUT MAN/VISUALISER with 
diploma, some Studio experience, good 
ideas, desires position in London 
Agency 
Box 2782 Ad. Weekly 180 Fleet St EBC4 

CATALOGUE PRODUCTION  EX- 


PERT with wide mail order back- 
ground offers skilled services. First- 
class copy and layouts. Experienced 


buyer of print, blocks, artwork and 
photography. Good organiser and 
advertising manager of standing. 
Box 2724 Ad. Weekly 180 Fleet St EC4 
LADY desires post Book- keeping to 
TB, PAYE, typing, costing, produc- 
tion, artwork, blocks, etc. Long 
agency experience. 
Box 2798 Ad. Weekly 180 Fleet St EC4 
YOUNG GRADUATE, with three years’ 
sales experience, requires opportunity 
to make a career in Advertising. start- 
ing as Trainee Accounts Executive. 
Box 2843 Ad. Weekly 180 Fleet St BC4 
CONTACTS WANTED. Display manu- 
facturer would like to meet one or 
two Representatives on a commission 
basis. Phone CAN 1138 (evening). 
FREELANCE required 
London Exhibition Con- 
tractors. 
Box 2683 Ad. Weekly 180 Fleet St BC4 
FREELANCE COPY-WRITER required. 
Must have good theoretical and prac- 
tical knowledge of electric switches, 
switchplugs and electrical accessories 
Regular work for right man. Please 
write details of knowledge and experi- 
ence in this direction to Managing 


Director, 
Box 2815 Ad. Weekly 180 Fleet St EC4 


LONDON 
ADVERTISING 
AGENCIES 


and large national advertisers all know 
me. Top flight young lady repre- 
sentative seeks new position selling 
display, exhibition stands, spaced, print, 
etc. Salary £850. 

Box 2790 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


T.Vv. 
MINIMUM SST ROrmarions 
MAXIMUM SA 
Executive, freelance 7 My is <a 
fully producing (especially for smaller 
advertisers) low-budget top quality com- 
morcias that sell. 


A — 


scripts, shooting supervision, and complete 
projects receive firm guidance and reliable 
service. Please address your enquiries to 


BOX 2865 
Advertiser's Weekly 180 Fleet St EC4 
—— 
“HAND-PICKED” 


SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


8} YEARS, since war, in the Publicity 
Department of large Machine Tool 
Manufacturer, dealing with all aspects 
of advertising including the complete 
preparation of catalogues, handbooks, 
advertisements and technical articles 
for the press, etc. Anxious to obtain 
more responsibility, where initiative 
and hard work are essential. Age 35 
and present salary £750 per year. 

Box 2888 Ad. Weekly 180 Fleet St EC4 

DISPLAY & EXHIBITION ARTIST, 
aged 30 years, secks progressive posi- 
tion in Central or East London. 
Experience in most branches of Dis- 
play and Exhibition work, Illustration 
and Lettering, and knowledge of Pro- 
duction Techniques. Apply to 
Box 2887 Ad. Weekly 180 Fleet St EC4 

SS a eee ARTIST 
25), with agency and technical experi- 
on, seeks change of scene 
Box 2884 Ad. Weekly 180 $0 Fleet St BC4 

PRINT BUYER, nearly 20 years’ fac- 
tory, agency, sales and administrative 
experience, litho, letterpress, 
making, etc., seeks progressive change. 
Box 2882 Ad. Weekly 180 Fleet St BC4 

AMBITIOUS ARTIST (26), Still-life, 
pm ay 7 years’ studio agency ex- 

seeks progressive position. 
Bor : 3880 Ad. Weekly 180 Fleet St BC4 

PUBLICITY MANAGER/PRO (39). 
energetic, with sound experience in 
all branches, desires change. 

Box 2852 Ad. Weekly 180 Fleet St BC4 

VOUCHER CHECKING CLERK re- 
quires position with scope. Please 


write 
Box 2842 Ad. Weekly 180 Fleet St BC4 
AMBITIOUS LADY of 21, 5 years’ 
advertising experience (make-up), etc., 
seeks interesting Progressive post as 
representative, or in Agency or 
National ogo House. 
Box 2828 Ad. Weekly 180 Fleet St EC4 
SALES EXECUTIVE, National Clien- 
= Point of sale display and exhibi- 
work, seeks Sales Managership 
with company having modern juc- 
methods and enthusiastic 
} 
Box 2846 Ad. Weekly 180 Fleet St BC4 
FIVE YEARS” all-round agency experi- 
ence, now Executive position. Young 
man, 25, seeks interesting move 
Box 2847 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


FREE LANCE ARTISTS 


Are you satisfied with Your Present 
Income? We can now act for more 
Good Figure Artists. We have contacts 
for Regular Work. 


TEMPLE ART AGENCY 
93/94 Chancery Lane, W.C.2. 
HOLBORN 6295 


ADVERTISEMENT REPRESENTA- 
TIVE (free-lance). I specialise in the 
small highest grade publications, and 
could take one other. W. area, 
own _—. Terms by arrange- 


Writ 
Box ‘i710 Ad. Weekly 180 Fleet St EC4 
IDEAS AND COPY that ny’ the va. 
Sales letters that the door. 
_Feiron, 30 Alwyne Road, N.1. 
FREE-LANCE ARTIST wanted by trade 
) al for male fashion drawings. 


2845 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


FREE LANCE SERVICES 


VALE STUDIOS LTD., 3 Harrington 
Road, South Kensington, has 


ADVERTISER’S WEEKLY 


BULINESS OPPORTUNITIES 


ESTABLISHED EXPANDING AGENCY 


wishes to absorb or join forces with 


for really good free-lance figure artist. 
Only work of highest standard 
required. 

EXPERT PENMAN will engross certifi- 
cates, invitations, etc. Decorative 
table plans prepared for important 
functions. 

Box 2881 Ad. Weekly 180 Fieet St BC4 

ALL FORMS OF COPY TYPING 
undertaken at moderate charges by 
expert lady typist. 

Box 2879 Ad. Weekly 180 Fleet St BC4 

IDEAS, LAYOUTS, ARTWORK for 
— folders, booklets, a Excel- 

service—teasonable charg 

2818 Ad. Weekly 180 Fleet: St BC4 


BUSINESS OPPORTUNITIES 


PRODUCTION MANAGERS 
You must have the 


LIGHTNING ESTIMATOR 


FOR CHECKING HEAVY 
TYPESETTING CHARGES 


Simply find the square inch or square 
em content of the job and he Chare 
tells the SS ee time. The rapid 

cost calculator gives the right #4 
at any hourly rate. Send cheque or PO 
for 21/- to Vincent Steer, No. 30 The 
Ridge, Orpington, Kent, and the unique 
costing system with full instructions 
for use in checking typesetting costs 
will be sent by return post. ACT NOW! 


ARE sales of clothing soaring in 
Belgium, France, Germany, Switzer- 
land, Italy, Spain, the USA? What 
is new in the Trade there? You will 
A the answers to this and many 

uestions through ‘‘Advertise- 
a arade,"” which offers each 
month 1,000 new advertisements from 


those countries (UK covered too). Ask 
for your copy today; cost 8/-. 
*‘Advertisement Parade,’ 62 Oxford 
Street, W.1. MUSeum 9072. 


NEW NATIONAL WEEKLY embracing 
topical field with terrific scope. For 
Sale. Ad contract 


s held. Enquiries to 
Box 2886 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 
2 x Top, Quality Bicheand-Whive and 


} 4 litho. 
GOTHIC PRESS LIMITED 


PUBLISHERS of a Technical Journal, 
well established, desire to contact a 
company or individual with a similar 
Publication, with a view to amalgama- 
tion and to effect economies. Will 
buy en teen Or outright. All 


ject is to make fullest use 
of our excellent staff, space, equipment, 
transport, etc. 


Box 2853 
Advertiser's Weekly 180 Fleet St EC4 


DO Baty By a ry to start 4 
Box 2688 Ad. Weekly 180 Pleet St "BCa 

PUBLISHERS AND PRINTERS of 
Group of Periodicals can handle edi- 
torial, production printing of 
another journal on most economic 
terms 


Box 2783 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 
PLASTOIC BINDING. Prompt service 
now offered including foldi etc. 
Trade enquiries welcomed. » & 
Griffith & Sons Lid., 154 Clerkenwell 

Road, E xa 1. TERminus 7363. 


ACCOMMODATION 


LEASE of Studio premises for sale. 
Vacant possession of ground and first 
floors. Basement let at 
A. Percy Osborne & Co., 2 
bury Square, W.C.1. MUS 702 


LIGHT ROOM WANTED by Illustra:or. 


Apply to 
Box 2878 Ad. Weekly 180 Fleet St EC4 


SPACE AVAILABLE for Freelance 
Artist. Well-appointed studio, W.C.!. 
‘Phone, light inclusive, 30s. per week. 
Work available. 
Box 2860 Ad. Weekly 180 Pleet St EC4 


SALES AND WANTS 


FOR SALE. Horse-Drawn Show turn- 
out. Prize-winning pair light vanners, 
hackney action, 15.2 hands. Ches- 
nuts. Full harness and equipment. 
Regency Vehicle. Excellent publicity. 
Box 2885 Ad. Weekly 180 Fleet St EC4 


£45. Lewis, 16 Kenton Street, W.C.1. 
20 OAK OFFICE TABLES for sale, 
mostly 5 ft., with drawers, only three 


years old. Will — low figure for 
singles or all. S. Young, 154/6 
Blackf S.E.1. 


riars R 
WATerioo 3131 G lines) 


PRINTERS 


WE ARE 


PERIODICAL PRINTERS 


who invite you to send us that small 
or large run publication our 
estimate. Our well controlled over- 
heads ensure you of a really satisfactory 
quote. Give us a ring now or write to 


| ad | KE’S 154 oe 


an ar rictly confidential. 
Box 2876 Ad. Weekly 180 Fleet St EC4 


SCAIONI'S STUDIO LTD. 
MYRTLE HEALEY will be 
PHOTOGRAPHING IN 
PARIS from the 3rd to the 
10th February. 


Enquiries to 
4 Marylebone Mews, W.|. 
Welbeck 0503 
or during that week 
1S Rue Malebranche, Paris V 
Odeon 6275 


OFFSET LITHO PRINTING. High 
quality work. Good delivery. The 
West Yorkshire Printing Co., Ltd., 
George Street, akefield. 


20,006 WOMEN WAITING, or so it 
seems to those who entrust all of 
their mailing, collating, i 
and handwork of any descri 
Messrs. F. C. Newman & 
Battersea Park Road, S.W. 
sea 7274. 


SPECIAL ANNOUNCEMENTS 


ADVERTISEMENT CONTRACTORS. 


and misrepresenta handled 
Association in 1955. It is in your own 
interests. Write now to 


Advertisement Contractors’ Associa- 
=. 68 Shaftesbury Avenue, London, 
1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY JANUARY 20, 1956 


Advertiser's 
9 neeren Weekly Liv 


S5|- (overseas) 


STOP PRESS 


PRINTING DISPUTE 


(Continued from page 3) 


Those who 


influence opinion 


News,” 
(year to 31.12.55), 45,264. “Liver- 
| Daily Post,” 76,258, 79,155, 

ngham Mail,” 


after their amalgamation 
November 13, 1955, was 2,532,540. 

Follow res, not yet certi- 
fied by the hee » are given in order 
of July-Dec., 1954; Jan.-June, 1955; 
July-Dec., 1955: “Farmers Weekly,” 
173.780, 173,525, 167,367. “House- 
_ wife,” 180,588, 207,129, 215,497. 
| “Lilliput,” 177,005, 153,224, 153,796. 
“Picture Post,” 950,085, 950,165, 
| 925,324. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, ie. the proprietors, Business Publications Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial and Sales office: Mercury House. 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 
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members “to stand firm under the a, 
_ pressure,” and to produce the best > 4 
possible newspapers in the circum- 
| stamees. Readers and advertisers 
were to be asked to show a ; 
“sympathetic understanding of | the roe 
dilBculties with which publishers — 
| are coufrented.” “ 
Robert Willis, joint general secre- ail 
| tany of: 008, ott Eis etewe Sect * 
sions would pd 
fo sa oo 
LTS ts asking for increase of - 
£2 12s. a week, bringing minimum aa 
wage up to £12 a week without = 
overtime. Employers have offered “ie 
18s. 6d aoa 
rea TA’s basic request is for £10 10s. ss 
national minimum and abolition of 
gradings. Employers’ have offered 
£9 15s. to grade one members and 
£9 9s. 6d. to grade two members. 
Latest es accept ah d 
~~ ers” er higher pay 7" 
BL, Po SSS 4.) \ Redineal Society of Electrotypers , 9 
SPSS SY es od NO and Stereotypers. , 
dL Advertisers contemplating the re- 
_ duction of space available were 
considering the use of alternative 
media—such as television and direct ; 
mail prepared with the aid of office ; 
printing machinery. . 
Latest ABC (in the fol- 
lowing order—July-December 1954, 
: January-June 1 July-December a 
1955) are: “Daily Express,” ee 
; 4,097,106, 4,036,137, 4,075,889. “Sun- 
; day a. 3,282,313, 3,235,178, - 
2 eee. 3,235, “Evening Standard,” % 
> wee Ey Rs 755,311, 710,776, 678,244. “Hamil- 4 
aa mt ees * 34 ton Advertiser & County of Lanark A 
. a -_ 35 de tng | a 
e ‘ = ~ a —. af 
& , Se 4) : ve. 313, 302,542, 289,055. “Cumber- ; 
- , ; > - oo = eo | land Evening News.” 19,133. 19,409, 
bi ~~ 7 ‘ne “ oe a 19,952. “Evening Express,” Liver- 
Perna = ie ae | peck S053, Nees, Mam. ; 
- a3 art peta ‘ g . ae Echo,” 381,423, 388,552, 
st a p Z j SR aoe 38 ;° “Manchester Evening 
page? _ a Xe: ae | News,” 334,156, 346,678, 338,254. oe 
eek eee a ae. “Sunderland Echo,” —_ 81,905, Pe 
pol nae ec pene | 83,980, 82,925. “Ashton-under-Lyne ’ 
: (Siar geile soe | Revorter” group, 96,269, 97,930, 
ee e : ee Kp 8 ee 4 | 96,057. — 

’ ri oh ~My, 258 mM Average sale of “Empire News & “sh 
os é fs é Sunday Chronicle” for December, wan 
= - 1955, first complete calendar month as 
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ese bai 

les ; a 

ee = . 
-_ ee . eee . 2 Sa eee ae: 4 
- 'F: % 5 er oie ee ae ea. Bee P ye 
Tie ie. || ee a we ie ss i ‘ Be a 7 eli 


